






















SEPTEMBER » 1937 


en the kids go back to school there is double the work to keep them in clean, 
ssh clothes ...the home with a washer and ironer takes it in its stride. But there 
still 9,000,000 wired homes with tin washboards and tired mothers... 
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APEX GIVES YOU BEAUTY TO COMMAND ATTENTI 
EXCLUSIVE FEATURES TO ENTHUSE BUYING INTEREST &l 
VISUAL VALUE TO INFLUENCE APPLIANCE SALES 


@ Today, beautiful styling is a dominating 
factor in the sale of a household appliance. 
Women demand exacting, dependable per- 
formance and the highest in quality construc- 
tion .. . but they also insist upon beauty in 
design. Just as the attractive lines of the bath- 
ing girl captured your attention, the graceful 
lines of an Apex appliance wins the immedi- 
ate interest of women shoppers everywhere. 


Place Apex on your floor with any num 
of competitive lines and watch the resil 

Women shoppers hastily glance over the 4 
tire display . . . and then walk directly ¥ 
Apex. That's why Apex stresses beauly 

each design, why Apex employs the servi 
of master stylists. Let Apex beauty, qual 
and dependability increase your sales 
profits. Write today for full particulad 


APEX ROTAREX CORPORATION « Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver APEX ROTAREX MFG. CO., Oakland, Cal. » In Canada ROGERS MAJESTIC CORP., LTD., Toronto,’ 
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Terms 


OST important news of the 
M month in its bearing on the 

electrical appliance business 
is an announcement by the finance 
companies that length of terms on ap- 
pliance installment accounts would be 
shortened and that down payment re- 
quirements would be raised. (See 
page 52 for the details). 

This is not good news. Indeed, it 
may prove worse than it sounds and 
a very questionable policy on the part 
of the finance companies. The reason 
given for this action is rather vague. 
It being felt by the finance companies 
that it was no longer necessary to give 
the liberal terms necessary during the 
depression to maintain sales. It is not 
stated that losses had increased, mak- 
ing such an action imperative. Nor 
that money rates had been raised; 
money is cheaper than it has ever 
been. There are no warning signals 
in the general business news that call 
for putting on the brakes. Therefore, 
we want to direct attention to the 
possibility that appliance business, now 
in record volume, may suffer a notice- 
able reduction through this change in 
credit terms and down payment policy. 


HIS change is particularly un- 
fortunate right now, when it is 
imperative that prices be advanced. 
Not only are manufacturing costs on 
the increase, but there is much likeli- 
hood that freight rates also may be 
increased. Prices must go up. And 
every means should be used to modify 
and reduce the sales resistance which 
higher prices always bring about. 
The best protection against increased 
sales resistance due to increased prices 
is the ability to extend long terms and 
to accept moderate down payments. If 
the finance companies shorten the term 
of payments on appliances and require 
higher down payments, they will be 
sure to aggravate and increase sales 
resistance to higher prices. Refrig- 
eration and washers will be especially 


affected because of the high saturation 
they have reached. This question of 
terms and prices, then, is of tremend- 
ous importance to these products, be- 
cause more and more sales have to be 
cultivated in the low income market, 
in order to maintain present volume. 

Utilities should regard this move 
with great concern. The large propor- 
tion of their unprofitable accounts can 
be reduced by no other way so readily 
as by the extending of terms over such 
a period that the monthly payment for 
a load building device is not burden- 
some. Power companies have made 
down payments low and terms long 
because their experience has shown 
that an account sold on this basis is 
a good credit risk. In fact, an install- 
ment sale is often a better risk on a 
long term with low monthly payments 
than it is on a short term and high 
monthly payments, 


NE of the editorial policies that 

this magazine has pursued for 
years has been to present facts of 
money saving through the use of full 
electrical appliance equipment. It has 
been our belief that the largest part of 
our appliance market can only be devel- 
oped through presenting the economies 
of home operation with electrical appli- 
ances. We have repeatedly shown 
that the electric kitchen and the elec- 
tric laundry, are capable of saving 
their own costs and the cost of opera- 
tion, many times during the life of 
these appliances. 

It is a fact that the great body of 
our customers earn incomes which 
could not justify the purchase of our 
merchandise on any other basis. It 
is also the fact that they are now 
buying more complete home equip- 
ment, and will increasingly add to their 
electrical equipment because they can 
save money by so doing. This potent 
sales argument kept up the sale of 
home laundry equipment during the 
depression. The millions of families 
that bought washers during those years 
preferred to pay a few dollars a month 


for a washing machine rather than pay 
the same amount or more to a laundry. 
And if the monthly payment on a wash- 
ing machine had been raised beyond 
the amount which they could afford 
out of their budget, they would not 
have bought the washer. 

The same thing applies today to the 
electric kitchen. We are trying to make 
a market not only for complete electric 
kitchens, but still more for the pro- 
gressive electrical equipment of kit- 
chens, starting with an electric range 
and refrigerator. It is vital to the 
success of this promotion that monthly 
payments be kept low enough so that 
the family will have a chance to make 
these payments out of the kitchen’s 
own savings. In other words, terms 
must be spread over a long period to 
keep these payments low on good mer- 
chandise. 


PECIALS and competitive price 

advertising on washers and re- 
frigerators have played up the total 
price of the product. As prices are 
raised it will be necessary to get away 
from advertising the total price and 
to advertise and sell the down payment 
and the terms. We can more easily 
sell a better and higher priced washer 
or refrigerator by advertising a reason- 
able down payment and a reasonable 
monthly payment, when we would find 
it tough to sell a higher total price 
than the customer has been accustomed 
to expect. 

Unless emphasis is shifted from total 
price to monthly payment price, the 
price raise gets all the attention. And 
we will begin to hear again about buy- 
ers strikes. With terms at least as long 
as those which have been maintained 
over the last few years (with a good 
profit to the finance companies) in- 
creased prices can be more easily ob- 
tained and more merchandise sold. 
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J. S. “Scotty” Sutherland, manager of Alabama Power Company's sales promotion department, in some typical poses. 


HE Alabama Power Company 

recently concluded a range and 

water heater campaign. It ran 
from April 26 to June 23 and, against 
a quota of 2,700 units which had been 
set up, the activity ended with sales 
of 3,065 units. 

Now, on the face of it, that would 
scarcely rate any more than a news 
item. Alabama Power has run range 
and water heater campaigns before 
and sold impressive numbers of ranges 
and water heaters. The news about 
this particular campaign lies in the 
fact that dealers in the state had been 
assigned a quota of 700 units against 
Alabama 2,000 units and, 
when the smoke of battle had cleared 
away and every last sales report had 
been filed, it was found that the 
dealers had accounted for exactly 
1,400 sales—200 per cent of quota— 
while the sales forces of the Alabama 
Power Company had turned in 1,665 
sales which any schoolboy could tell 
you was somewhat short of the mark 
they set themselves. 

There is further news in the fact 
that whereas only three short years 
ago such a result would not have been 
conceivable in the territory served by 


Power’s 
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Alabama Power because dealers sell- 
ing electric ranges and water heaters 
were practically unknown, the results 
of this particular drive brought a 
wide grin of satisfaction to the face 
of J. S. “Scotty” Sutherland, manager 
of the company’s sales promotion 
division. 

It represented, in effect, the culmina- 
tion of his efforts to date to bring 
the electrical dealers throughout the 
state of Alabama into active participa- 
tion in range and water heater mer- 
chandising. In even greater measure, 
it signalized the advent of a new day 
in cooperative relations between the 
utility company and the dealers. Be- 
cause, prior to 1934 when the Ala- 
bama Power Company felt that the 
responsibility of building domestic 
load was a problem that only they 
themselves could adequately take care 
of, relations between the company and 
dealers in the territory had, to put it 
politely, been of only the most formal 
nature. One might go so far as to 
say that the average dealer’s attitude 
towards the utility considered that 
organization as a sort of necessary 
evil in the scheme of things. All of 
which is not unfamiliar. When a 


utility company pursues an aggressive 
merchandising policy in its territory 
without regard or interest in its effect 
upon the dealers who are also in the 
business of selling appliances, then 
strained relations are more than apt 
to ensue. 

Such has been the case in numerous 


instances and such certainly was the 
case involving the Alabama Power 
Company. “Scotty” Sutherland de- 
cided, in 1933, which you will remem- 
ber as being a depression year, to see 
what he could personally do to remedy 
the situation. 

He didn’t start out with any idea 


“Open House" at the Frank Tennille Furniture Company of Montgomery, Ala— 
evidence of dealer participation in the range and water heater drive. 
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The Hutchins Company of Hanksville, Ala., is typi- 
cal of the active dealers cooperating with Alabama 
Power on range and water heater sales. 


C. M. Killian, right, of the Alabama Power Com- 
pany merchandising department, has a salesman go 
through the motions of range selling for his benefit. 


of giving dealers the shirt off his, or 
his company’s, back. He had no idea 
of abandoning Alabama Power Com- 
pany’s potent and useful merchandis- 
ing activities, feeling rightly that 
when the utility company takes the 
lead in appliance promotion and sale 
that the stimulation to the entire 


The Adam Glass Company, dealers in Mobile, Ala., ran a cooking school in con- 
junction with a local newspaper to teach negroes how to cook electrically. 


market will benefit all participating 
parties. But he did call the dealers, 
or invite them, to sit in on some 
meetings in which they could discuss 
freely any grievances they had been 
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harboring and receive, at the same 
time, a picture of what utility-dealer 
cooperation in this appliance merchan- 
dising business would mean to them 
both. In addition, he worked closely 
with distributors in the territory to 
ascertain what steps could be taken 
to increase dealer participation in the 
business and, specifically, what lay in 
the power of the utility company to 
further that end. 

The result, briefly, was that Ala- 
bama Power Company amended their 
own merchandising practices wherever 
necessary to make them conform com- 
petitively on an even basis with that 
of the dealers. Further, they passed 
along to the dealers all the advantages 
their position in the business gave 
them. They instigated sales training 
schools for dealers and dealers’ sales- 
men; they made their home service 
department just as much a tool to be 
used by dealers as by their own mer- 
chandising department; they absorbed 
the cost of range and water heater 
wiring on any installations made on 
their lines; they billed and made col- 


John Shaw, president of the Alabama 
Appliance Dealers Association, smokes a 
pipe of peace at the start of the Indian . 
"Red Ranger" campaign on ranges and 
water heaters. 


lections from dealers’ customers under 
the financing set-up of the Economy 
Purchase Plan—C.I.T.’s utility-dealer- 
manufacturer appliance financing plan ; 
they helped in the formation of the 
Alabama Appliance Dealers Associa- 
tion and have run thousands of lines 
of advertising under the heading of 
the Association rather than under 
their own Alabama Power name; they 
service ranges and water heaters in- 
stalled on their lines. 

So much for concrete things they 
did for dealers. Most important, per- 
haps, was that they gave appliance 
dealers a new understanding of the 
part the utility company can play in 
over-all promotion and active partner- 
ship in increasing the individual 
dealer’s business. 

Well, as we remarked before, range 
and water heater business by dealers 
was practically non-existent in 1933. 
In 1934, dealers began coming out of 
their shells and accounted for the sale 
of 350 units of ranges and water 
heaters to the 75,000 domestic cus- 
tomers of Alabama Power. It was an 
eye-opener to both the company and 
the dealers themselves. The next year, 
1935, saw this business doubled; 700 
units were sold. And, in 1936, the 
200-odd dealers in the state of Ala- 
bama sold 1,350 ranges and water 
heaters. 

That brings us up to 1937 and the 
“Red Ranger” campaign which ran 
51 working days and which gave the 

(Please turn to page 91) 
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l be Rule of\ 


Sales Are Lost When You Forget 


One Of Four Important Elements 


appliance selling which is as 
essential to follow as the radio 
beam of aviation if we expect to get 
anywhere. Whenever we get away 
from it, whether merchants or sales- 
men, we fly in strange atmospheres 
that may spatter us against mountain- 
sides of unnecessary selling resistance. 
There is the right way to travel in 
everything—particularly in the dy- 
namic delivery of a persuasive sales 
impression for all electrical appli- 
ances, whatever their type or make. 
Every reputable product delivers use 
values greater than its cost. We are 
really doing the prospect a favor by 
educating her into a decision to buy. 
Once she understands our sales story, 
chooses correctly and uses the appli- 
ance properly, she will enjoy such 
satisfaction as to feel distinctly grate- 


P “HERE is the radiant beam in 


ful to us. The service we have ren- 
dered her is far greater than any 
profit we make. 


Perhaps the radiant beam might be 
defined as that set of circumstances 
that delivers the right sales story to 
the right prospect at the right time 
and in the right way. Fail to prop- 
erly perform in any of these four 
fundamentals and you are off the 
beam; soaring around, wasting gas, 
heading for a fall. 

Let’s get a few dial signals. First, 
the right sales story; have you got it 
properly organized? There are a cer- 
tain set of arguments which, properly 
linked together and fortified by proof, 
lead quickest and most persuasively to 
a buying decision. When you have 
that, you are on the right radiant 
beam. Some of the arguments come 
from literature provided by the manu- 
facturer; some of the premises come 
from the experience of local owners; 
some of the inspiration comes from 
the earnest motives of merchant and 
salesman. Of course, the perfect story 
will never be told but there should 
be a constant striving for improve- 
ment. 

As a merchant, your story is told by 
a number of important impressions— 
your standing in the community, the 
physical location of your business, the 
magnetism of your windows, the 
warmth of your store interior, the 
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inviting characteristics of your per- 
sonality, the sincere tone of helpful- 
ness which you give your sales organi- 
zation in their activities both inside 
and outside your store. The prospect 
insists on being treated honestly, 
fairly, cleanly, considerably. She 
wants to feel that you are operating 
in her interest more than in your own. 

As a salesman, your story is told 
by what you say and how you say it. 
Nothing is of more importance to a 
homemaker, underneath all the sham 
of persiflage, than the enrichment of 
her home life. It touches the happi- 
ness of husband and children. Show 
her any way to improve their com- 
fort, their destinies, their aspirations 
and you have made her wish to react 
favorably to your impression. Then, 
rather than feeling that she has been 
sold something, she will have arrived 
at her own independent decision to 
buy. Such a sale produces satisfac- 
tion where anything else may later 
arouse doubt that flares out in dis- 
content along many lines—excessive 
service calls, repossessions, trouble 
with term payments, negative remarks 
to acquaintances. You are on the 
right radiant beam when, as an edu- 
cator, you organize a sales story to 
touch her interests and to impress the 
prospect with the knowledge that you 
are interested in seeing that she, and 
those around her, shall gain more than 
do you. 


T IS as important to tell the story 
Lin the right way as to organize the 
right sequence of argument and proof. 
There are a multitude of considerations 
which a salesman can constantly dis- 
cover to make his method of telling 
the story more effective. Here is Al 
Contarinie, for example, who had a 
great story and was working house-to- 
house; failing every day until he 
learned that rather than to call the 
prospect “Madam” he could click if 
he took time to find out who lived in 
the home before climbing the front 
porch so that he could say “Mrs. 
Jones.” Here is Joe Jackson who had 
probably been so browbeaten by his 
own wife that he loved to feel super- 
ior towards each woman he talked 
to. But they, usually feeling inferior, 


didn’t like his mannerisms. Then he 
learned the lesson of trading himself 
down and the prospect up; and he 
began to go to town, for he had got 
on the right radio beam! There are 
many elements, outside of the struc- 
ture of the story itself, that control 
the registry of a persuasive impression. 
Remember that. 


Second, we must tell the right story 
to the right prospects. Here is Jim 
Crawford who wasted a mess of mo- 
tion last month trying to persuade a 
friend that he should turn in a well- 
functioning refrigerator, compara- 
tively new, for the one which he sold. 
Here is Sarah Thompson who spat- 
tered her time away in house-to-house 
canvass when the merchant had a big 
owner list from which right prospects 
could have been culled. Here is Bob 
Capley who continues to try to find 
those who don’t own in a neighborhood 
where every one does; yet he seems 
to be utterly unconscious of replace- 
ment prospects. All are off their 
radiant beam, soaring around, wasting 
motion. 

e 


Third, we must tell the right story 
to the right prospects at the right 
time. That is too obvious for men- 
tion, I suppose. But Jack Paul was 
read out of a small Ohio community 
because he tried to sell a woman a 
washer the day after her husband died, 
because he knew she had been left 
some insurance. And Jim Graham 
fooled around with a prospect who 
was so loaded with time paper on four 
other purchases that she couldn’t say 
yes to the purchase of a radio, even 
though she wanted to. Off the beam, 
boys! Let’s learn to apply our ener- 
gies where we can most directly arrive 
at a sale. 

a 


Fourth, we must tell the right story 
to the right prospects at the right time 
in the right way. This is not only a 
matter of expression, phychology and 
mannerism but of convincing proof 
and dramatics. Here is Pete Oster- 
kanz who has learned the lesson of 
being local. He doesn’t use the manu- 


facturer’s exhibition of nationalized 
proof. Every supporting element oj 
his kit is organized on a basis of local 
evidence. He has letters of testimony 
from local owners. He carries a com- 
plete local owner list which any pros- 
pect can telephone. He gets down to 
earth with a happy landing in each 
sales flight. And there is Thaddeus 
Todd (his front name was laughed at 
so he insists that everyone calls him 
Tad) who, as he tells his sales story, 
slips dimes frequently into a little hand 
bank he carries until the prospect, her 
curiosity aroused, says, “Why are you 
putting those dimes into that gadget?” 
and he replies something like this: 
“Just trying to show you how you 
can save with this electric refrigerator 
so that at the end of the month, with- 
out any drain on your family purse, 
you can have that new hat, a quarter 
dozen of stockings or in a coupla’ 
months, that permanent wave.” 

Well, that is the radiant, beaming 
right of it! There are an infinite 
number of wrong ways to deliver the 
sales impression. They cause more 
talk, more wasted time, more useless 
effort, more needless argument. Thus, 
off the beam, trying to find some place 
to land, we usually end up in the cow 
pasture. In such a condition, we find 
ourselves performing in a perpetual 
fog; disappointed, disheartened, and 
with such a blue reflection of tone 
that no one would buy from us, even 
though they might desire to do so. 

Against the wrong motions and 
motives, off the radiant beam, what 
good is heroism? What good is guts? 
What good is the willingness to work 
long hours in punishing pusillanimity? 
Why should we be worry warts whet 
there is a radiant beam which we cat 
follow as the shortest route to a sure 
sale. 

I have just returned from a fast 
West Coast trip where, talking before 
various merchant groups, including the 
big banquet of dealers assembled from 
eleven states to celebrate the opening 
of the San Francisco Furniture Matt 
as a fitting memorial of its Golden 
Jubilee, I met scores of merchants ™ 
dividually, asked a lot of questions, 
learned a lot. Nothing stood ot 
more than their earnest endeavor 
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1 The Right Sales Story 


"There are a certain set of arguments 
which, properly linked together and forti- 
fied by proof, lead quickest and most 
persuasively to a buying decision ... As 
a salesman, your story is told by what 
you say and how you say it...” 
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2 The Right Prospect 


"Bob Capley continues to try and find 
those that don't own in a neighborhood 
where everyone does, yet he seems to be 
utterly unconscious of replacement pros- 
pects... Sarah Thompson spattered her 
time away in a house-to-house canvass 
when the merchant had a big owner list 
to be canvassed ., ." 


























































































































3 The Right Time 


"Jack Paul was read out of a community 
because he tried to sell a woman a 
washer the day after her husband died, 
because he knew she had been left some 
insurance . .. Jim Graham fooled around 
with a prospect who was so loaded with 
time paper on four other purchases that 
she couldn't say yes to the purchase of 
a radio.” 









































































































































4 The Right Way 


"Thaddeus Todd, as he tells his little 
sales story, slips dimes into a hand bank 
he carries until the prospect, her curi- 
osity aroused, asks why. ‘Just trying to 
show you how with this electric refrig- 
erator you can save without any drain 
on the family purse.’ " 
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Illustrations by REAMER KELLER 


get more keenly toned to the right 
radiant beam. They are hungry to 
find methods of sales improvement. 
They want to eliminate waste in dis- 
tributive technique. There is a yearn- 
ing and a striving among them to do 
a more effective job in the delivery of 
a more persuasive sales impression. 

Here is a tone which manufacturers 
perhaps fail to realize. After all, they 
have a job to play in the preparation 
of usable material which can help the 
merchant get on and keep on the right 
radiant beam. I have just this morn- 
ing watched the set up for the Ring- 
ling, Barnum Bailey Circus on the 
waterfront in Milwaukee. It was a 
beautiful study in precision. Every 
man and motion was coordinated. 
Soon the big top was up and in four 
hours there was the big parade. That 
type of precision is needed to make 
things sparkle in the direct delivery of 
a persuasive impression — everyone 
doing his stuff. 

The merchant is sometimes to blame 
in not assembling and using the avail- 
able promotional materials. The 
manufacturer is sometimes to be 
criticized for not organizing the most 
persuasive types of consumer litera- 
ture, window and store display. The 
distributor is sometimes to be cen- 
sored for not merchandising such 
materials to the selling organization. 
And the retail sales organization is 
always being bawled out for not using 
what hasn’t been provided, what isn’t 
worthwhile, that which lacks local 
flavor or that which hasn’t been ex- 
plained. We need to team together 
to put up the big tent—then we'll all 
be on the right radio beam. 

Avoid the misuse and disuse of im- 
pression power. It’s the use of it, 
with most effective motions, which 
manufacturers, distributor, merchant 
and salesman should constantly study. 
I’m not suggesting that such artistry 
can be acquired overnight—but I am 
saying there can be continuous im- 
provement in persuading the prospect 
to enjoy a richer home life. That puts 
us all more surely on the right 
radiant beam. We fly better, with less 
effort, to a better destination in rela- 
tion to richer profits from more satis- 
fied customers. 
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ROM conversation with the 
ladies it would seem that every 
housekeeper, without exception, 


is keen to have one of these new elec- 
trical roasters in her kitchen, or 
kitchenette. Seldom has a new appli- 
ance flared into such a widespread 
and universal demand—but our statis 
ticians tell us that only one per cent of 
the country’s electrified homes are 
blessed with an all-purpose cooker. 
With all the high cards stacked in his 
favor just what is the dealer going 
to do about it? He must get busy, and 
so here is a suggestion in the form of 
an action display to make mouths 
water still more. 

“Attention is the first law of adver- 
tising” is an undisputed axiom of sales 
promotion, but showmanship is per- 
haps the complete law. Showmanship 
attracts then grips attention. Show 
them attractively, and also dramatically, 
the good features of your cooker—at a 
point only a few steps from where the 
sale may be completed—in your show 
window. Of course, showmanship is 
more than a mere showing of 
merchandise attractively arranged. 
Static selling is slow selling. Action, 
vivid colors and service demonstration 
is the proven form of display show- 
manship which peps up appliance turn- 
over. 

This display demonstrates and vis 
ualizes what the cooker actually ac- 
complishes. Here are shown in the 
center piece at least four different 
kinds of cooking. Copy and side cards 
can finish the story about convenience, 
cheapness of initial cost and operation. 
The big thing is to fascinate her with 
the idea that this comparatively small 
and portable affair will cook any kind 
of a small meal efficiently, simply and 
with less bother than customary ways. 

First, let us say, a roasted chicken is 
seen ready for the carving knife. That 
fact is physically demonstrated by a 
wax chicken resting all nice and 
brown in the pan. You may safely 
leave the other parts of the story to 
her imagination if your copy tells 
about roasting other kinds of meat. 





The invisible part of the display is a framework of lumber, 
covered sides, top and ends with cardboard, or composition j 
board. The suggested size of the frame is 6 feet long, 4 feet 

high and about 27 inches deep—depending upon the depth we 
of your cooker. The open ovals are suggested at 30 inches 





long, but that size depends upon the cooker to be displayed. J 
Dotted lines show outside of front covering and four ovals. 
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Displays 


The Sixth 


of a Series 


By I. L. Cochrane 


Then, the penny is pressed again 
and the chicken is whisked from view, 
and a steak is seen on the grill of the 
cooker. That story is polished and em- 
phasized by copy about roasting, as 
furnished by the manufacturer’s ad- 
vertising department. After which fol- 
lows visualization of how easy the 
boiling is done, or the baking, or the 
frying. Each of the four ovals opens 
the mind to another feature in which 
the cookies, the pancakes, the steak, 
the boiled dinner, or what not is seen. 

Naturally, the shadow box for better 
advertising effect, should be outlined 


in the shape of your particular cooker. 
It is the principal feature of the dis- 
cards may also be pro- 
price, 


play, but side 


vided for terms and other de- 





























The words "Complete Cooking” are painted on ground edge glass which has 
holes in the upper corners for hanging, The lettering is done in brilliant colors, 


as explained in the text. The sign, 


“press the penny, etc.," 


and red arrow are 


made from one piece of thin cardboard and attached to the steel arm by means 


of gummed paper. 
text for further details. 


Suction cups hold the combination to the window glass. See 


tails. Further, if your locality is 
blessed with a low rate drive home 
low-cost operation. Make the fact 
stand out that this cooker costs only a 
few pennies per hour for operation. 
How to tie up the penny in the win- 
dow with the penny cost idea of opera- 
tion was told in the August number 
of Electrical Merchandising. Of course, 
a penni-meter would help from many 
standpoints, but a painted reproduc- 
tion of a penni-meter with the actual 
cost per hour emphasized will help 
to convince the skeptical soul that 
the operating cost is quite within 
the average budget. As such details 
vary with different cookers and locali- 
ties, they cannot be elaborated here. 
They are details which you and your 
sign card writer can readily handle 
according to circumstances. 

The red arrow and the invitation 
to push on the exposed penny consti- 
tute a close-up attraction, but the 
words “Complete Cooking” painted on 
glass in rainbow colors gets attention 
from a greater distance. It gets the 
eye before it reaches your store front. 
This separate sign is not so difficult 
or expensive; it is quite simple, on 
the other hand, and has uses inside 
the store—on a table, for instance. 


Secure a panel of ordinary window 
glass with ground edges, and have 
your sign writer letter on it the phrase 
“Complete Cooking,” approximately 
as shown in illustration No. 2. How- 
ever, brilliant colors are quite essen- 
tial. The first and last letters of 
each word might be in purple or violet, 


to act as a sort of frame, and the in- 
between letters alternating blue, green, 
orange, red—those brilliant spectrum 
colors. When hung in the window, 
about six feet above the sidewalk, day- 
light brings it out and secures atten- 
tion with peculiar strength. At night 
it is, of course, still more striking. 
Another added touch is to focus a 
spotlight on it—at night, that is. Size 
depends upon the width of the win- 
dow. The sign might be about 30 
inches long for a large window, and 
20 to 24 inches in a narrow front. 

Again, in some windows it may be 
more effective if the glass sign is 
stood in a standard holder for that 
purpose, and placed on a table, in- 
stead.of being suspended in the win- 
dow. In this matter, location, sizeof 
window and good taste must be the 
determining factors. 

The tiny switch behind the penny 
is a standard Burgess micro-switch, 
attached in the middle of a light- 
weight steel “U” bar, with rubber suc- 
tion cups fastened to both ends of the 
bar. These rubber cups are coated 
with glycerine before being gently but 
firmly pressed against the inside of the 
window glass. They are thus held 
firmly in position, with the light- 
weight cardboard strip and red ar- 
row attached. A hole is cut in the 
cardboard into which the penny is set. 
The arrow should be paper, as card- 
board will be too thick. Or, the lon- 
gitudinal cardboard strip and arrow 
may be cut from one piece. Attach 
cardboard to steel bar with strips of 
gummed paper. 

As only a very slight pressure on 
the glass over the penny is sufficient 
to bend the glass inward and thus 
make the sensitive micro-switch op- 
erate, the tiny button must be carefully 
adjusted in its relation to the glass. 
This is done by having two men (one 
on the outside pressing and the other 
on the inside setting the screws back 
of each suction cup) cooperating until 
a slight pressure turns on the current 
and the withdrawal of the hand turns 
the switch off—and lights up the next 
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shadow box. Paradoxical, but this is 
how’ the lighting apparatus functions. 

The window switch is turned on and 
one shadow box lights, because one 
connection is always closed. Then, 
someone presses the penny. The sole- 
noid plunger (Illustration right) is 
drawn forward, and first that action 
snaps off the current leading to the 
shadow box, and later turns the 
pointer to the next contact. When the 
pressure on the penny is released the 
coil, which has been holding the 
plunger, is demagnetized and a spring 
draws the plunger back, and on the 
back stroke the contact is made and 
so the next set of lamps is turned on. 
If one keeps pressing on the penny to 
see what happens they are apt to be 
disappointed, as nothing happens until 
the curious finger is removed. 


OW for the central and principal 
display piece, with its four 
shadow box compartments, each con- 
taining a cooker showing a different 
function. As may be seen by referring 
to illustration above, the invisible part 
of the display is a simple wooden 
framework. Make the ends with 6-in. 
lumber, cross braced and covered with 
compo or similar board or veneer. The 
top, center shelf and bottom should 
be of tongue and grooved lumber. The 
back is covered with separate pieces 
of heavy cardboard over each of the 
four sections, and removable as the 
cookers are placed into position from 
the rear. The four sets of two lamps 
are connected with the flasher box (il- 
lustration right) as per wiring dia- 
gram furnished with the flasher. 
The inside of each compartment 
should be painted with dull white, or 
non-gloss green or other suitable color 
to provide a harmonious contrast with 
the cooker. Notice that the lamps are 
placed forward in order to illuminate 
the front of the merchandise, and also 
be invisible. 
The front panel, however, must be 
carefully handled as it is very much 
in evidence. In the first place, the 











oval openings will be most effective 
when covered with transparent mir- 
rors. These are made rectangular and 
placed behind the ovals, thoroughly 
fastened to the wooden frame with 
felt or rubber-lined moulding. Theatri- 
cal gauze is a substitute for the trans- 
parent mirrors, but not quite so effec- 
tive. A cooker with a steak on it re- 
placed by a mirror is more effective 
than a mere disappearance. Also, the 
gauze mesh is not entirely invisible 
when the lights are on behind it. Yet 
gauze is generally found to be satis- 
factory in similar displays. 


Whether the display is temporary 
or semi-permanent, the front covering 
should be of compo board, veneer, 
pressed wood or similar material, care- 
fully joined laterally across the center 
if two pieces are necessary. It will 
be noticed that the front is an enlarged 
silhouette of a cooker. If yours has 
another silhouette follow its shape. 
The background color of the front 
panel should be a neutral color, such 
as grey or shades of grey and black, 
if bright red and other bright hues 
are used for the lettering. This front 
may be removed and replaced when 
another and later similar display is 
made to feature other appliances. 


The right wattage is apt to be 50- 
watt lamps, but greater or lesser ca- 
pacity lamps may be found to be more 
suitable. As to the size, this is laid 
out for a certain sized cooker, but 
yours may be larger or smaller, and 
the size must be checked before 
starting construction. The oval open- 
ings are 30 inches long. If the win- 
dow is extra large, keep the ovals the 
suggested or required size but make 
the structure larger, which will give 
more “air” space for copy. Strips of 
wood are placed under the cookers to 
bring them up to a good eye level. 


Plenty of ventilation is necessary, 
especially if the ovals are covered with 
transparent mirrors. Cut holes in top, 
sides and rear, but hooded with pieces 
of tin or cardboard if the light pro- 
jects where it should not be seen 








Front view of cooker display center piece, in the form of 
a silhouetted cooker very much enlarged. As the penny is 
pushed (see illustration below) the lighted shadow box is 
instantly darkened and the next one lighted up. Four of the 
most important phases of cooking are thus demonstrated in 
succession. People like to push buttons and other gadgets 
which make things move. So here is a new stunt for them 
to play with. 

Side cards, samples of your cooker in various positions in 
which attention is called to durability, ease of cleaning and 
other features complete the display on the show window 
floor. 
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A new flasher box with 24 contact points, which may be arranged in multiples 
of two, four, six, etc. Wiring diagram comes with each instrument. The solenoid 
plunger first cuts off the current, afterward moves the pointer forward, and on 
the return stroke a new electrical contact is made. May be operated manually, 
as in this instance, or automatically by means of a geared motor, or other means. 
Capacity 100 watts on A.C. only. Made by Andrews & Perillo, 39-30 Crescent 
St., L. I. City, N. Y., and lists for $12.50, each. 








‘ AND SEE 


PRESS SLIGHTLY ON Si Oat 
, WHAT HAPPENS. °° 


THE PENNY 












Suctron sa 




















A Burgess micro-switch attached to a "U" shaped length of light steel, and 
held in position by means of suction cups at both ends, The switch is so sensitive 
that, when carefully adjusted, a slight pressure on the window pane is ample to 
throw the switch. Made by Andrews & Perillo, 39-30 Crescent St., L. I. City, 
N. Y. Lists at $3.50, each. 
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MODEL AW-901—Capacity, 8 Pounds 


All white with chrome-plated trim. G-E Activator. 
Duodrive mechanism. Kubber-mounted G-E motor. 
Porcelain-enamel tub. Permanent lubrication. Quick- 
emptying pump. Quiet washing operation. Super- 
spin basket. Square tub. Control panel and con- 
venient motor switch. 














MODEL AW-101*—Capacity, 6 Pounds 


Agitator washing action. Two-tone ivory spreckle 
porcelain-enamel tub. Black skirt and legs. Rubber- 
mounted General Electric motor. Permanent lubri- 
cation. Quiet washing operation. Lovell Wringer. 
*Also available with pump—Model AW-102. 
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MODEL AW-402—Capacity, 8 Pounds 


G-E Activator. Permadrive mechanism. Monotrol 
wringer. Rubber-mounted G-E motor. Porcelain- 
enamel tub. Permanent lubrication. *Quick-empty- 
ing pump. Quiet washing operation. White finish 
with black trim. 

*Also available with fast drain hose—Model 
AW-401. 





MODEL AW-202*—Capacity, 6 Pounds 


Two-tone green finish. G-E Activator. Permadrive 
Mechanism. Rubber-mounted General Electric 
motor. Permanent lubrication. Quiet washing opera- 
tion. 


*Also available with gravity drain—Model AW-201. 
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MODEL AW-801—Capacity, 8 Pounds 


Spin-basket. General Electric Activator. Mono- 
drive mechanism. Rubber-mounted General Electric 
motor. Two-tone green porcelain-enamel tub. Perma- 
nent lubrication. Quick-emptying pump. Quiet 
washing operation. Quiet, easy-rolling rubber casters. 





MODEL AW-302W*—Capacity, 7 Pounds 


White porcelain-ename! tub. G-E Activator. Perma- 
drive mechanism. Rubber-mounted G-E motor. 
Permanent lubrication. *Quick-emptying pump. 
Quiet washing operation. One-control wringer. 

*Also available with fast drain hose—Model 
AW-301W. 




















ELE 


s}are on the NEW 


GENERAL ELECTRIC 


LU auhiews 








THE PROFIT LINE 


Look where the eyes of American housewives are looking—at the new 
General Electric washers—if you want more profitable washer sales. 


ALL EYES are on the new beauty of General Electric—the profit line 





of big, sturdy dependable washers. Distinctive in design—outstanding in 
For complete details write to your General Electric Home Laundry 


; quality and performance—more PROFITS FOR YOU. 

JS GENERAL ELECTRIC WASHER FEATURES — 4 . Y 
go po ao TO CLOTHES AND WASHER Distributor, or the Appliance and Merchandise Department, General 
; } : Electric Company, Bridgeport, Connecticut. 

G-E ACTIVATOR PERMANENT LUBRICATION 

, e gentie anc >8i- é ll moving parts olf a 

on — __ CE Washer hi 

\ used exclusively in gears, and bearings a a : " x . pe ay 
General Electric wash- are permanently lu- EXCLUSIVE LONG LIFE ZONE ~j on 
ers, washes clothes bricated at the factory . seen 

1k thoroughly, never tan- and require no fur- The new G-E Washers presented here are... strong... sturdy. Good \ ee VER 

: a a os to look at . . . a pleasure to use. They offer the precious quality . . .Long 


Life for clothes . . . Long Life for the washer. 








PERMADRIVE MECHANISM ONE-CONTROL WRINGER 
ane BONDERIZED 
































ctric Developed by General Exclusive G-E single 
rma- a caro oe 4 ee eee New models now in production at General Electric’s new Bridgeport 
Juiet siow-fitter and * per- rolls. Pressing one plant, have BONDERIZED metal parts. This means G-E Washers PERMADRIVE 
— j Tuts ancchenion gives ees st anaes - are RUST-PROOFED—another General Electric Washer feature saps om 

Long Life to the wringer rolls. that assures Long Life. 

washer. = 
Ds MODEL 27P—Capacity, 9 Pounds FAMOUS GENERAL ELECTRIC IRONERS 
sneiiel White porcelain tub with black and chromium- AF-10 FLATPLATE IRONER AR-12 ROTARY IRONER 
10tor. enw trim. G-E Activator. Permadrive mechanism. Now in all white. . . the General Electric Automatic Rotary Ironers of new design, with or without 
ump. tubber-mounted G-E motor. Permanent lubrica- Flatplate Ironer ... an exclusive General Electric table top. Open end, even heat distribution, and 
s tion. Quick-emptying pump. Quiet washing opera- development. Does better ironing — and ‘oe all convenient controls. 
Model tion. Exclusive Monotrol wringer. De luxe cabinet. clothes. You iron conveniently and quickly. 

Modern styling. 

sc awn) Co MA i eS RL SA S  e — T TIS Pme 
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WASHER-MOTOR 


Tae be tae ELECTRIC CRANKING ... WASHING ... BATTERY CHARGING 

/ Pe ee? 8 Rs : Py 

a rer e . hd ss a at 

yan §6¢igain — Briges & Stratton Leads with the 
" - ee & a * % ’ > be Yun ggs 

, ’ “ > om ’ : 2 : s 4 
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LF AB Gasoline Farm Washer s Greatest Improvement 


Leading makes of gasoline driven farm washers are now equipped 
with the new Briggs & Stratton Start-Charger Washer Motor. 


























De. 


These new Start-Charger models are self-starting like a modern 
automobile and are just as easy to operate as any electric washer 
in a Hi-Line home. Better still, the owner can charge his radio 
and other storage batteries — even while the machine is doing 
the washing. Think how convenient and practical this is — and 
think of the widespread and intense interest every farmer off 
the Hi-Line will show when he reads of the new Start-Charger 
Washer Motor in State and National farm papers. 


Licki 


Be the first in your community with the new Start-Charger 
Washers. If you haven't already stocked these models, get 
in touch with your washer manufacturer immediately. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U.S. A. 


Mame. 
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Electric 


Home 





Licking up a spoonful of goodies out of a Hamilton-Beach 
mixer is also delightful, H. L. Hunt tells Marie. 





Young Bill (W. G.) Hunt is not so prompt at meals, this late 
breakfast proves. His dog, Mick, helps him eat what comes 
out of the Toastmaster. 





Here is the Hunt ironer, a gas fired Rainbow. Daughter 
Mary painted those initials, RKO, on the basement wall. It's 
her sorority. 
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South of the square, 
in Fairfield, Ia. stands 
the big white house 
of R. D. Hunt, Presi- 
dent, Dexter Mfg. Co. 


OMEHOW the snowy bearded 

oil painting of Grandpa Lamson, 
hanging over the fireplace in the R. 
D. Hunt home, gives you the feel- 
ing that you are visiting a pioneer 
Iowa clan. 

His sons, R. D. and Walter, grew 
up in Fairfield and have lived there 
all their lives. As you walk down to 
R. D.’s home on Main Street, every- 
body you pass speaks. Life is as many 
sided in the big white Hunt home as 
was Theodore Roosevelt’s in Oyster 
Bay. Five children, Tom, Ward, 
Harvey, Mary and Bill have grown 
up here, each welcome to have his 
pets, his hobbies, and his playmates 
scampering over the premises. 

To men in the washer industry, R. 
D. Hunt is known as a philosopher. 
His letters are saved by those who 
receive them. To Fairfield he is a 
sort of pioneer for the all electric 
home. Appliances of every sort dot 
the premises, and a glance at these 
pictures will show you how they are 
demonstrating to Iowa folk the ease 
and comfort that comes with their What! No washing machine in a washer manufacturer's 
employment. home? Of course, and it's a twin tub Dexter with Bonnie 

; at the controls. 


Father R. D. Hunt, on arrival home, drops into the leather- 
covered chair on the left and snaps on the GE radio as he 
reads the paper and waits for supper. 





Firing is easy with a Link Belt stoker. Marie is also helped 
by a Crown vacuum cleaner, and amused in the kitchen by a 
Kolster radio. 








Not above prowling in the GE refrigera- 
tor, H. L. Hunt, home from Parsons Col- 
lege, looks for something to eat. 
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Faries 
GUARDSMAN 


Model 2242 
List $11.00 








and these Lamps! 


2 Hard-hitting selling-copy, fea- 
“ti turing both the Guardsman 


being placed in a big field of 
well chosen magazines appeal- 
ing directly to business execu- 


backed by this schedule, will 
create for you a big and 
profitable demand. Tie in 
with this advertising now! 
Place your orders early! 


Business 


GROWING IT ON AND. 





Light lines, is 


quality lamps, 





Demonstrates the general setup of the Xervac treatment and surroundings in 
which treatment is given 

































Originated in our own shops, the 


entirely 
Guardsman, undisputed monarch of executive 
office lamps, combines beauty and distinction with 
efficiency of an extremely high degree. The design 
avoids both direct and reflected glare, reduces 
shadow to the minimum, and delivers illumination 
like daylight, of proper intensity at all points in 


the working area. The Guardsman is built of 
brass with electroplated finishes, offering service 
qualities worthy of the Faries name. The 

Guardsman group includes desk and clamp- 
on desk models, with a few distinctive 
floor lamps. Write us for full details. 







Faries 
—p NATURAL LIGHT 





As featured in our fall advertising, these quality 
lamps will be much in demand for general office 
lighting. Natural Light lamps give a full, shadow- 
| less light of even intensity. They attach to the 
| edge of the desk by either screw-on or clamp base, 
leaving a free and unobstructed working area . . . 

They swing freely either right or left to accommo- 
date the shifting of work. The material and 
| workmanship in these lamps assure long life and 





; user satisfaction. They use a 100 watt bulb, de- 
; livering approximately 45 foot candles to the 
| working or reading area. 
P ! 
i cee Don’t forget! These lamps — 
Our advertising — More sales! 


| F A R | E MANUFACTURING CO. 


and S. Robert Schwartz Div. EM 
DECATUR, ILLINOIS 

Please send us full details about the Guardsman and Natural Light lines 

as featured in your 1937-8 advertising. 


: List $16.50 









Name 


Street 






City i oo aeate.. 
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Model 2207 
List $15.75 


Model 1989 | 
List $11.00 


By Invitation Member 


WARRANT 
of QUALITY 








MALE beauty parlor? ... 
A Well, not exactly, but John J. 
DeVries has hit upon an ideal 
scheme in introducing the benefits of 
the new Xervac apparatus for grow- 
ing hair. And not only is the hair 
growing feature drawing customers 
into the establishment, but DeVries 
was the first man in western Michi- 
gan to set up an exclusive dry shaver 
store when he opened his original 
establishment in Grand Rapids in the 
spring of 1936. 

The present Xervac clinic is main- 
tained with all the decorum of any 
reputable beauty parlor. DeVries 
maintains a simple system of book- 
ing appointments for the regular cus- 
tomers. Each treatment with the 
Xervac machinery lasts for half an 
hour, and for the regular customers, 
determined to try anything in order 
to grow hair on the bald spot, this 
half hour is one of utter relaxation. 

Within the small but compact floor 
space of the store, a booth has been 
erected, shut off from the rest of 
the store by simple monk’s cloth cur- 
taining. For many men, DeVries re- 
lates, the ordeal of growing hair is 
decidedly embarrassing, and the men 
like all the privacy possible. Safely 
behind the curtain, then, they can 
enjoy the privacy of their own par- 


lors. A comfortable and soft easy 
chair has been placed in the booth, 
together with an ash tray, foot stool, 
and several popular magazines. 

DeVries himself acts as the “head 
beautician” in regulating the pres- 
sure and suction of the machine, and 
in preserving the comfort of the pa- 
trons. The men customers then are 
led to feel that their half hour ap- 
pointments are as much to be re- 
garded as periods of quiet as well 
as time well spent in restoring hair. 

On a wall stand inside the booth, a 
sterilizing unit has been provided for 
sterilizing those parts of the unit 
coming in contact with a customer's 
scalp. The sterilizer is also used for 
a brush and comb provided for the 
men upon finishing each treatment. 
For those liking a scalp rub with 
oil, DeVries has also placed for use 
a bottle of hair tonic on the same 
stand, as well as a box of Kleenex, 
disposable paper tissue used to ab- 
sorb sweat on the scalp. 

Men are induced to come in to the 
store by a direct mailing card offer- 
ing the first treatment free. The 
cards are sent out regularly to a 
selected list of prospective custo- 
mers. In addition to this direct mail- 
ing advertising, minute short radio 
plugs are broadcast on a regular 





DeVries makes an appointment over the telephone for an Xervac 
treatment 
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IDISING 


TAKING 








IT OFF 


are the two specialties 


of this unusual shop 








Customer trying out one of the electric 
dry shave units 


general commercial hour sponsored 
daily over local station WOOD in 
Grand Rapids. 

Cost of the treatments is $1.00 
each, with a group of six treatments 
offered for the special price of $5.00. 

Apart from the hair growing de- 
partment of the store, the main set- 
up is given over to the sale and mer- 
chandising of dry shavers. As vari- 
ous makes of the electric dry shavers 
come on to the market, DeVries places 
them on display and in stock. A 
sizable business is also done on trade- 
ins, and used shavers. 

Cards, similar to the mailing 
pieces for the Xervac treatments are 
sent out, inviting men to step into 
the store to try an electric razor 
shave free. This free offer includes 
five free shaves with an electric unit. 

On one wall of the store, a running 

conduit has been installed in which 
the electric razors can be plugged. 
An attractive mirror has been placed 
between two opaque, tubular lights 
to provide the best light for shaving. 
The new customers who come into 
the store for the first time are in- 
structed by DeVries in correct hand- 
ling and use of the razors, and then 
“are put to it.” In practically nine 
Cases out of ten, when the customer 
has been lured into the store by use 
of the free trial shaving card, DeVries 
Teports that a sale is finally 
consummated. 
_ Because of the combination of 
items sold and on display in the 
store, Grand Rapids humorists have 
begun to dub the establishment as one 
taking the hair off the face and put- 
ting it on the head. 
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THERE’S LITTLE DIFFERENCE IN THE SIZE OF 
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BAYONNE BRIDGE — KILL VAN KULL, NEW YORK 
CHANNEL SPAN — 1,675 FT. 


——e tbh SSP Ppp 


inl i 











HARBOR BRIDGE— SYDNEY, AUSTRALIA 
CHANNEL SPAN — 1,650 FT. 


... but the world’s BIGGEST MAGAZINE 


is double the size of the next biggest! 


T MAY be necessary to stock an occa- of every5...to 1 or more of every 2 families. 


sional “shelf-warmer”’ to satisfy the whim This is the tremendous sales-backing that 
of some favored customer. But the items that —_ builds bigger volume and profits for retailers 
move out in volume bring you the profits. who feature products that are advertised in 


The American Weekly. 


What The American Weekly is 
The American Weekly is the largest mag- 


That’s why it’s wise to stock products that 
are advertised in The American Weekly. For, 
with a weekly circulation that reaches 1/5 of 
all the families in the country, this publication 
provides twice the coverage of any other mag- @Zine in the world. It is distributed through 
the great Hearst Sunday newspapers. In 
630 of America’s 995 towns and cities of 


10,000 population and over, The American 


azine in the world! 

Each week The American Weekly is read 
by 6,000,000 families, comprising approxi- 
mately 24,000,000 people. And 87% of this 
vast circulation is concentrated in the rich 
buying areas where 68% of ALL the coun- 
try’s families live and where 80% of ALL 
retail sales are made. In these areas are lo- 
cated all the cities of 
10,000 or more pop- 


Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better 
than one out of every two families 


In 146 more cities, 40 to 50% of the 


families 
In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


. . and, in addition, more than 2,000,000 
families in thousands of other communities, 


ulation, in most of 
which The American 
Weekly is read reg- 





large and small, regularly buy and read The 
American Weekly. 







The 
AMERICAN 
WEEKLY 


ularly by from 1 out 


THE 


eo. 










Paper World 





r= | **The National Magazine with Local Influence’’ 
Bl ‘ Bate el Main Office: 959 Eighth Avenue, New York City 


‘ CIRCULATION CIRCULATION 
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Fully Automatic 2-slice Toaster, 
with famous Flexible Timer 


et wy } 
K é' we | “t ‘ 


Toastmaster Hospitality Tray, superbly 
designed for stylish entertaining 


Toastmaster ‘‘Junior’’ Toaster, 
beautiful and efficient 


— 


Toastmaster Waffle-Baker, speedi- 
est and easiest to use of them all 


Fully Automatic 1-slice Toaster 
with Flexible Timer 
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TOASTMASTER 





PRODUCTS 


Master Business-Builders 


The Toastmaster family, with its fully auto- 
matic toasters and waffle-baker, the ‘Junior’’ 
toaster, and the famous Hospitality Tray, is 
the best-known, the most widely used line in 
the country. 


Why? 


BECAUSE the only way to get Toastmaster 
quality is with Toastmaster Products. 


BECAUSE the only way to get Toastmaster 
style is with Toastmaster Products. 


BECAUSE Toastmaster Products turn out bet- 
ter toast and better waffles. 


BECAUSE Toastmaster Products, for ten years, 
have been supported by the most aggressive 
advertising—the most powerful campaigns in 
the whole industry. 


The Toastmaster line in your store is a power- 
ful magnet that draws customers and creates 
sales, whose greater volume gives you a cor- 
respondingly greater profit. 


TOASTMASTER PRODUCTS DIVISION 


McGraw Electric Company, Minneapolis, Minn. 


Toastmaster Products also include Toastmaster Toasters, Waffle-Bakers, 
Coffee Makers and Roll Warmers for restaurant and hotel use 
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The Climax of salesman's train- 
tng class, Butte’s Cooking School 


HEN the late unlamented de- 

W pression struck the utilities 

of the country a number of 
them reacted to the painful experience 
by cutting out all activities which they 
considered unessential and by figura- 
tively pulling in their belts—in other 
words, they abolished or greatly di- 
minished their home service depart- 
ments. Still others, with perhaps 
greater wisdom, increased their efforts 
in this direction. 

Figures of what would have hap- 
pened had either type of company 
followed the opposite course are 
naturally in the realm of speculation. 
But no one can contemplate the prac- 
tical selling, load building and good 
will activities of the home service de- 
partment of the Montana Power Com- 
pany, for instance, without wondering 
how any company manages to get on 
without similar support from its 
women employees. 

Women, in the Montana scheme of 
merchandising, are indispensable. 

The aims of the home service de- 
partment, first of all, are wholly prac- 
tical: to build load through the en- 
couragement of the greater use of the 
equipment now in the home, to replace 
obsolete equipment on the line with 
new, to add equipment where none is 
now being used. Miss Iva Scrivner 
is head of the department of eleven 
girls, which, in its turn, works directly 
with the merchandising department. 

The means used to accomplish these 
ends are also highly practical. The 
first aim is the education of employees 
of the company to have a working 
knowledge of the care and use of the 
appliances which are for sale by the 
Montana Power Company. Home 
Service girls themselves have a thor- 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1937 


INDIS 


ough training of at least one year’s 
home training course. Group meetings 
each spring from all eight of the 
company’s divisions give an opportu- 
nity of outlining the program for the 
year. At this time also demonstration 
talks on each of the major appliances 
are given by one of the home service 
girls, assisted by a service man when 
necessary and by factory representa- 
tives when available. These talks 
cover such features as load building 
possibilities of the appliance, construc- 
tion, making of minor repairs and 
methods of stimulating future use. 

This information is carried back to 
the divisions and presented to local 
salesmen and service men in a series 
of training classes covering ranges, 
refrigerators, washers, ironers, mixers 
and vacuum cleaners. The idea is for 
every employee of the company con- 
tacting the public to have a working 
knowledge not only of the appliance 
he is selling or servicing, but of all 
others also which the company 
handles. 

The second major activity of the 
home service girls is the making of 
home calls to familiarize purchasers 
of new equipment with the care and 
use of the appliance purchased, so that 
it may be used more hours, with 
greater efficiency and satisfaction, and 
with fewer complaints. The installa- 
tion call is made on all purchasers of 
ranges, refrigerators, ironers and dish- 
washers immediately after installation. 
Call-backs thereafter are made at the 
discretion of the home service girls. 
A complete report of these calls is 
made on a form card to be filed in the 
office records for use of service men 
and of the merchandising manager in 
later contacts with the customer. In 









ae are 


PENSABLE 


W hat a Home Service Department Can Do In 
Building Morale and Making Sales Is Shown by 


the Experience of the Montana Power Company 


By Clotilde Grunsky 


case of complaints, an immediate call 
is made, with a report back to the 
home service manager. 

All new customers are also added to 
the list of calls. A copy of new con- 
nection forms comes to the home serv- 
ice advisor’s desk. If an electric range 
connection is indicated, she makes the 
call immediately. Otherwise the lo- 
cation within the town and such other 


information as she can gather in re- 
gard to the new customer determines 
whether or not it is advisable to take 
the time for a call. A lighting survey 
is also made by girls qualified for this 
work as soon as possible. 

A general survey of customers is 
made from time to time and records 
gradually are built up. The start is 

(Please turn to page 22) 





Salesman's training class, Butte, Montana 
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T WILL be hard for you to 

realize the fear and trembling in 

which we first ordered five wash- 
ing machines some four years ago,” 
Harold Finke said. “Our furniture 
house had been in business 34 years 
but we had never moved a washer. 
I wrote 15 dealer friends that I know, 
and asked them to recommend a 
trouble-free machine. The order went 
over the transom on that first deal.” 

Harold Finke uses more newspaper 
space to sell washing machines than 
anyone else in southern Indiana. 
Asked how he made his expensive 
space pay, he told Electrical Mer- 
chandising that he did it on price. 

A $59.50 advertisement won’t bring 
in the public. It is merely another 
house ad. Low price attracts cus- 
tomers and we use a lead to step up 
sales. Some six men in all work on 
these customers, and they frequently 
sell washing machines with a bill of 
furniture. 

A dollar delivers in the Finke setup, 
and instead of trade-ins he gives 
premiums. 

Irving Berlin’s tune “Everybody's 
Doing It” might be the theme song 
for Finke’s. Every time another car- 
load of washers are moved, he hollers 
about it. “Fifty-five carloads sold in 
Evansville in 48 months” ran a banner 
line on a recent advertisement. More 
than 3400 families in Evansville were 
using a Finke machine, he reminded 
his customers. In the store there is 
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Washing Machines 


both a mass display of washing ma- 
chines and user’s names, with K. S. 
Matthews and Eva M. Grady to close 
the deals. 

“If you’re going to run big space 
advertising,” Harold Finke declares, 
“you have got to be in a position to 
work in a big way all the way through, 
—with plenty of merchandise, with 
plenty of easy terms and with a 
bang-up assurance to the customer 
that his purchase is 100 per cent O.K. 
—proved by the fact that he is follow- 
ing in the footsteps of thousands of 
his neighbors.” 








Finke Furniture Company, Evansville, 


Indiana, Describes Necessary Hookup 


Mass display of names and machines—that's part of the Finke 
psychology. 


37 Steps from Main Street—and under the high water a few months 
before this picture was taken. 


SEPTEMBER, 1937—ELECTRICAL MERCHANDISING 











* |) 
Nee 
TH |) chiefs,Clothes from sick- 
» ) \ room; protects Baby’s 
ms » health, prevents spread 
" , & ¢ % of colds and sickness! 


For midweek washings—for laundering fine fabrics 
—for dyeing and tinting—for sterilizing and bleach- 
ing—for dry cleaning (with non-inflammable fluid) — 
for every sort of “between-wash” cleansing job, bere 
is the modern wonder of washing machine development! 


No moving parts inside Kleenette tub. Nothing to 
wear out. No rubbing, no scrubbing, no wear on 
clothes — just a gentle, positive water action that 
cleanses and protects lightest, finest garments! 


Every woman wants Kleenette the instant she sees 
what amazing help it gives her—how it saves her 
time, work and money — lengthens the life of her 
most prized possessions! No more “dunking” filmy 
garments in the basin—no more “wash bowl hands”! 


Think of the women you know who will want 
Kleenette! Picture the tremendous sales possibilities 
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WASHES 


Baby Clothes, Diapers, Playsuits, 
Lingerie, Stockings, Hankies, 
Socks, Curtains, Girdles, Blouses, 
all Fine Fabrics and Garments. 


) 


4 % Si 
f SS } —) 

DRY CLEANS a~ 

{in non-inflammable fluid} 
Gloves, Dresses, Neckties, 
Drapes, Chair Covers,Sweat- 
ers, Blouses, Spats, Scarfs 
and many other garments. 


TINTS AND DYES 


te) Sweaters, Dresses, Skirts, 
Gloves, Blouses, Undies, 


——— 
|) | 


Cys Doilies, Drapes, Scarfs, 


ith A im Chair Covers, etc. 
FAN G i: 
STERILIZES 


Baby’s Things, Handker- 


AI 


“HORTON 


in this mew complete home laundering system by Horton, 
originator of Kleen-Zoning! 

Right now, Mr. Dealer, get the whole story. Wire, 
or send the coupon. Quick action means 
quick profit. No obligation —act at once! 


ANUFA 
Cr, 
Wa YN E, GRIN G Cc oO. 


" Tush fugly 
Slory of Kleen 
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o 
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spread at the ow circumference 
of tub in response to water action. 
Each garment is alternately ex- 
panded and contracted, squeezed 
and washed over and over asain. 


Above—Showing x the clothes 
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I would like to get tem ont also list of 
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An aluminum impeller, enclosed be- 
neath the center post, maintains con- 
tinuous circulation of water at a high 
velocity. Surging water, and flexing of 
the clothes cleans with amazing speed, 
quietness and effectiveness. It pushes 
the water through the fabric, taking 
the dirt with it to the bottom of the 
tub. 

Thoroughly protected by Wm. Rocke 
Patent Reissue No. 20,424. 



















b> WATER FLEX | 
WASHING SYSTEM 
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| i HAS BEEN a good many years since anything has created a 
sensation in the washing machine industry to compare with the 
introduction of Water Flex—the new method of washing clothes 
by water action alone. At the Furniture Mart ... in the offices of 
leading washer manufacturers . .. in dealers’ and distributors’ 
establishments throughout the nation—it is the big topic of con- 
versation. 


Every so often the “old order changeth.” Water Flex, successfully 
washing clothes by water action, represents the most important 
change in many years. It has revolutionized all previous concep- 
tions of design. It brings new effectiveness, yet new simplicity. 
It offers demonstrating advantages never before approached. Water 
Flex simplified construction gives dealers the advantage of one-man 
delivery and reduced service costs as well. 


Prominent manufacturers are now preparing Water Flex equipped 
models for fall delivery. Today, machines equipped with this wash- 
ing unit stand far ahead of any of the previously accepted types. 
Dealers who sell them will get much more than their normal 
share of sales. 


We hope that you will be able to cash in on the many advantages 
Water Flex offers. 


THE BIRDSELL CORPORATION 
109 S. Columbia St., South Bend, Indiana 


The Birdsell Name Has Stood for Fine Machinery Since 1855 
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The new 1937 Dexter Twin-Tub Washer is popular with dealers 


and users alike. Its Twin-Tub feature of eliminating soaking and boiling 


“actually cuts washing time and washing work in two . . . gets clothes 


cleaner and whiter . . . gives it real sales value.” 


Naturally, a quality washer requires a power unit in keeping with its 


high standards of construction and 
performance. That is why Dexter 
Twin-Tub Washers are powered 
by smooth, silent, dependable Sun- 
light motors. Sunlight Electrical 
Division, General Motors Corpora- 


tion, Warren, Ohio. 
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Locating near other electrical firms; 
a good move for a new house, My. 
Walker thinks. 


N°? census has ever been taken 
on electrical dealers to see if 
they know what it means to play cards 
with the “joker wild.” 

It means that one innocent card is 
endowed with the power to trump all 
over your aspirations. 

Such is the power of credit in the 
appliance business, according to vet- 
eran Robert G. Walker of the Walker 
Appliance Company, Cincinnati. In the 
appliance business since 1920 with a 


Columbus utility, Mr. Walker blos- cer 

somed out with his own business not fri 

so long ago in Cincinnati. thi 

“During the year 1936 we sold 165 a 

refrigerators,” he told Electrical Mer- dez 

chandising, “We repossessed five and for 

have six slow pay purchasers. That is gel 

a pretty good record for a beginning - 

1 

the 

si 

Watch out for that third = 

. th 

year, Walker of Cin- pe 

lal 

cinnati advises young 7 

appliance dealers de 

he 

ge 

, F be 

firm and I attribute it all to the fact br 

that I learned something about credit D 

years ago. The first two years of rut th 

ning an appliance business is easy. The lo 

dealer gets into trouble during his al 

third year and it is all on account ol th 

his credit policies. With so many items w 

sold on a 24 to 36 month basis, it is 10 is 

wonder.” v: 
Mr. Walker has found that 60 pet 

EI 
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Sixty per cent of pulls are on 4 cu. ft. 
boxes says Robert G. ‘Walker of 


Cincinnati. 










cent of the pulls occur on 4 cu. ft. re- 
frigerators. So he watches sales of 
this type rather narrowly. In getting 
a credit report he advises appliance 
dealers to read the man’s record be- 
fore 1929. He thinks the store should 
get at least 10 per cent down and take 
monthly payments. When a customer 
slips Walker sends a notice to him on 
the third day of delinquency. On the 
sixth day he sends someone out to call 
in person. Naturally there is always 
a hard luck story and he has found 
that where the purchaser is over 40 
only a salesman is O.K. He favors 
laborers who are under 40 realizing 
that it will be just a matter of time 
before they get a job. 

Magazines, Mr. Walker says, should 
devote some of their space to telling 
how firms without a lot of users can 
get themselves started. He does not 
believe that newspaper advertising will 
bring a house of his size business. 
Direct mail so far has not brought 
them in. A card survey is good and 
locating near other electrical firms is 
also a smart idea. A new firm he 
thinks, should hire salesmen who are 
widely acquainted and last of all, there 
is still merit in plenty of cold can- 
vassing. 
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HERE’S POSITIVE PROOF 
WESTERN UNIONE-1] 






























READ 
THE 
WIRES 


26 
SALES 
1st DAY , 





FT. WAYNE, IND.-7—26-37 


FIRST DAYS SALES ON YOUR "SALES PLAN" 
26 SALES. 2600 DOLLARS. RUSH QUICKEST 


WAY 12 MODEL 72. 









H. B. SHANK CO. 














FS 


t=] WESTERN UNION 


FT. WAYNE, IND.-7-28-37 
YOUR "SALES PLAN" A SUCCESS. SALES 
1500 DOLLARS TUESDAY, 1200 DOLLARS 
WEDNESDAY. TOTAL FOR 3 DAYS 5300 
DOLLARS. SHOULD GO TO $10,000. RUSH 2 
MODEL 53, 2 MODEL 74 IRONERS. 
H. B. SHANK CO. 













































WESTERN UNION[— 


FT. WAYNE, IND.-8-2-37 
RUSH 10 MODEL 72, 2 MODEL 73, 4 MODEL 
69G ALL SOLD. YOUR ;"SALES PLAN" 
SENSATIONAL. TOTAL SALES $12,088 


H. B. SHANK CO. 












TOTAL SALES..6 DAYS.. $12,088 


—jincluding other merchandise besides Automatic Washers and Ironers sold by this “Sales Plan.” 
If you want to have all the details of this sensational “Plan that Sells” write today. Address — 


W. NEAL GALLAGHER, Pres. 


AUTOMATIC WASHER COMPANY, 213 W. Third St., Newton, lowa 
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Women are Indispensable 





made with range users on the lines. 
This gives the home service advisor 
a thorough acquaintance with her field 
of work. She records what appliance 
the customer now has and the extent 
of satisfaction with each appliance. 
If any are now out of use, she en- 
deavors to ascertain and to remedy 
the cause. In particular she secures 
data on ranges, with the idea of re- 
placing obsolete ranges with new, or 
at least of modernizing the old range 
by the addition of new type units or 
a thrift cooker. Frequently she finds 
information on the correct use of the 
range is acceptable. At this time she 
secures prospects for additional ap- 
pliances, new outlets, and makes ap- 
pointments for lighting demonstra- 
tions in the home. 

Home service girls on these calls 
carry a portfolio containing as re- 
quired equipment a Taylor thermom- 
eter, a small level, a screw driver, a 
sight meter, extra fuses, wall plugs, 
sample of wall extension cord with 
outlets and literature on lighting and 
electric cooking. 

Promotional activities form a third 
class of duties undertaken by the home 
service girls. These are directed 
toward popularizing the use of elec- 
trical equipment, educating the public 
as to its proper use and securing an 
active prospect list for salesmen. 

An annual cooking school is con- 
ducted in each division during the 
months of April, May and June by 
the home service director, assisted by 
the local home service girls. This is 
followed by local cooking schools 
held in as many of the towns as is 
practical. 

As salesmen secure a list of pros- 
pects, these are gathered in groups 
before whom local home service girls 
conduct short demonstrations. This is 
done for range and refrigerator pros- 
pects and for other appliances as 
needed. 


The Maid Problem 


From past experience it has been 
found that many range complaints 
come from homes employing maids. 
Once or twice a year as needed classes 
are therefore held for maids only, 
demonstrating the use of the various 
appliances. Women’s clubs, church 
and lodge groups, older groups of 
Campfire girls, Girls Scouts and like 
organizations, Parent-Teacher groups 
and others offer excellent opportunity 
for group demonstrations. These can 
usually be counted upon to form an 
audience without advertising expense 
on the part of the power company. 

Special contacts are maintained 
with the home economics departments 
of local schools. It is particularly 
important to see that the home eco- 
nomics teachers are familiar with 
electrical equipment. Frequently it is 
possible to arrange demonstrations of 
electrical equipment before home eco- 
nomics classes. Much of the electrical 
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equipment now in use in schools js 
obsolete and it is the province of the 
power company’s home service staff 
to see that it is brought up to date. 
Sales floor demonstrations are given 
in the company’s offices on a regular 
schedule. During 1936, for instance, 
March was the month for washers, 
irons and ironers. During April re. 
frigerators, mixers and ranges were 
featured. May and June called for 
the demonstration of ranges and re. 
frigerators. In July electric roasters 
were shown in action. October was 
for heating pads and November and 
December were devoted to general 
demonstration of small Christmas 
merchandise. Missoula, Great Falls, 
Helena and Bozeman division offices 
have model electric kitchens which are 
used for these demonstrations and also 
for regularly scheduled meetings of 
new users, prospects and club groups. 


Dealers Included 


All of these activities have been ex- 
tended to dealers and to dealer sales- 
men, as well as the utility staff. This 
program of cooperation is broad in 
scope and involves giving assistance to 
dealers and courses of training to 
dealer salesmen as needed or requested. 
Cooperation is also given to dealers 
with floor demonstrations as desired 
and when advisable the Montana power 
girls are prepared to undertake the 
entire demonstration. 

Typical of one of the cooperative 
activities was the cooking school 
staged at Lewiston to an audience of 
some 1,800 women in May of last year. 
Local dealers staged a refrigeration 
display featuring several makes, all of 
which were used in the demonstration. 
The program featured the advantages 
of electric cookery, with a separate 
demonstration for each. Fifty na 
tional, state or local food manufac- 
turers and distributors also entered the 
show with a display of food stuffs and 
(an important item) their employees 
were in the audience and received the 
benefit of the demonstration. 

In Harlowton, Montana, a town of 
only 400 meters, a two-day school 
brought an attendance of 200. A 
prospect list built from this school 
showed that 100 of the women were 
range users and seventy had electric 
refrigerators. An excellent collection 
of names resulted from this event, 
later used to good effect by the sales 
department. 

Home service girls work on a salary 
and in addition are allowed car ex 
pense. Service of this kind cannot 
be rendered without cost. But whet 
the return in dollars and cents 
figured carefully, it will be found that 
in increased load, in prospects, ™ 
actual sales, not to mention dealer an 
customer good will, the department 
pays its way. The proof is that the 
home service girls in Montana aft 
truly regarded as indispensable. 
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REMINGTON RAND 


Close-Shaver 





‘‘7F THE DEALER makes money, 

we'll make money”’—that is the 
basic sales theme for the Reming- 
ton Rand Close-Shaver. With this 
simple principle established, it log- 
ically follows that: 


1. THE PRODUCT MUST BE RIGHT. The public 
wants an electric shaver that shaves closely and quickly 
without weeks of “‘learning how.” That’s why two years 
of research and engineering development are back of 
the Remington Rand Close-Shaver. And before releas- 
ing the final product a test was made through a big 
department store in Denver, Colorado. The enthusiasm 
of the store’s customers for the new shaver proved that 
here at last was a successful dry shaver that would sell 
and stay sold! 


2. THE REMINGTON RAND CLOSE-SHAVER WILL BE 
SOLD THROUGH DEALERS. Close-Shavers will reach the 
public through normal retail outlets. Dealers buy directly 
from the factory—no jobbers. Until full dealer coverage 
has been secured, the public will be permitted to buy Close- 
Shavers direct from the factory at the full retail price. 


3. DEALER DISCOUNTS PERMIT A GOOD NET PROFIT. 
The retail price is being established at $16.00. The price 
to you is $10.00 in lots of less than 100—or $9.60 if you 
order 100 or more. In addition you will get 2%-10 days 
on all orders. Remington Rand Close-Shavers are shipped 
f.o.b. Bridgeport, Connecticut. 
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4. DEALERS GET POWERFUL AD- 
VERTISING SUPPORT. Every prod- 
uct bearing the name Remington 
Rand has been extensively adver- 
tised. The Close-Shaver will be no 
exception to this rule. The details of 
a national advertising and publicity 
campaign will soon be announced. 


5. FIRST COME, FIRST SERVED! The Remington Rand 
Close-Shaver is a precision instrument—finer than any 
other dry shaver on the market. Precision manufacturing 
can’t be hurried. We will fill all orders on a “first come, 
first served’’ basis. We suggest you send your order now 
and avoid being “caught short”’ at Christmas time. 


GENERAL SHAVER CORPORATION 
136 James Street Bridgeport, Connecticut 


A division of Remington Rand Inc. 








Terms 2% in 10 days, 30 days—net. 


i E.M. 

; RUSH ORDER 

a FOR REMINGTON RAND CLOSE-SHAVERS : 
i General Shaver Corporation 2 
q 136 James Street, Bridgeport, Conn. 4 
{ Gentlemen: Please deliver at once, f.o.b. Bridgeport, ........... i 
4 Remington Rand Close-Shavers at $10.00 (if we order less than 100) s 
a or $9.60 (if we order 100 or more). 7 
? 
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WASHERS 


Although on the surface there appears 
to have been a slackening in household 
electric washer business in recent months, 








this cannot be considered an unfavorable 
trend inasmuch as the 1936 comparative 
months were unusually high. Compared 
with July 1936, unit sales were down 







12.00% but compared with July 1935 the 
same business showed a rise of 38.82%, 
and compared with July 1934 the rise 
was 61.99%, 

Notwithstanding the decreases of 
12.00% in July and 3.39% in June, com- 
pared with similar months of 1936, the 
total unit volume for the first seven 
months of 1937 registered a gain of 7.99% 
above the same period of last year. It is 
interesting, too, to note that in the seven 
months of 1937 78.29% of the total vol- 
ume in electric washers was done in the 
models retailing from $50 to $70-and-over, 
whereas in 1936 only 71.46% of the total 
business was done in this price group. 
Average prices of electric washers have 
increased from $64.78 in 1936 to $70.93 
in 1937, 

Following are estimates of industry 
sales of household electric washing ma- 
chines in units and by price classifications, 
compiled by the American Washing Ma- 
chine Manufacturers Association : 















































































PN MT ieéhd venaokuuds 130,230 washers 
Seer 147,986 washers 
a 7 Mes, 1937... .cescccess 981,766 washers 
F Se asd whoerdens 909,079 washers 


Saturation, January 1937—11,496,457 
homes, or 52.5% of total wired homes. 


Electric Washer Sales, by Price Classifications 
-— 1937——. — —1936—— 
e to % to Unit iner. 

Units total Units 
55,045 5.61 63,945 929 
158,070 16.10 195,538 21.51 —19.16% 
412,813 42.05 433,299 47.66 — 4.73% 


355,838 36.24 216/207 23.80 +64.51% 
981,766 100.00 909,079 100.00 + 7.99% 
= 


Below $40.00 


$70 and over 
Total... 














GAS ENGINE WASHERS 


Gas-engine washers sales, which started 
a downward course in May, continued 
throughout June and July to run below 
comparative sales of 1936, the June unit 
volume being 17.12% below and the July 
volume 16.07% under comparable months 
of 1936. In both cases, however, the 
months compared favorably with com- 
parative records of 1935—June 15.50% 
ahead of June 1935, and July 13.38% 
ahead of July 1935. 

For seven months’ period of the ac- 
cumulative unit volume is now 4.87% 
behind corresponding business of last 
year. Following are estimates of industry 
sales of gas-engine washers compiled by 
the American Washing Machine Manu- 
facturers Association: 


i EE 17,756 gas engine washers 
July 1936......21,155 gas engine washers 
June 1937...... 17,208 gas engine washers 
June 1936......20,764 gas engine washers 


7 Mos. 1937..115,548 gas engine washers 
7 Mos. 1936..121,470 gas engine washers 


Gas-Engine Washer Sales, by Price Classifications 
1987-—. ——1996-—. % 





% to % to iner.— 
total Units total deer. 









Units 1 
Below $70.00.... 18,210 15.76 17,509 14.49 +3.47 
$70.00 and over.. 97,338 84.24 103,871 85.51 —6.29 
Total. ...... 115,548 100.00 121,470 100.00 —4.87 





= _ = 
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STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 


IRONERS 


Ironer sales of July fell 2.47% short of 
July 1936 totals, but ended the seven 
months period 6.10% ahead of comparable 
sales in the first seven months of 1936. 
Contrasted with 1935, July was 35.73% 
ahead, and the seven months’ total was 
37.41% ahead. Following are estimates 
of industry sales of household electric 
ironers compiled by the American Wash- 
ing Machine Manufacturers Association. 


(a Aare 14,574 ironers 
Pl BEE antesciarbave 14,944 ironers 
i >) are 109,270 ironers 
2). eee 102,988 ironers 

Saturation, January 1937—1,192,002 


homes, or 5.5% of total wired homes. 
v 


REFRIGERATORS 


A decrease of 5.94% in household elec- 
tric refrigerator business of July 1937, 
compared with July 1936, gave the indus- 
try its first set-back in the past ten months 
—throughout which time increases have 
ranged from 1.2% to 66.8% above cor- 
responding business of the previous year. 
Compared with July 1935, however, the 
gain amounted to 25.16%. June 1937 
sales increased 12.8% over June 1936, and 
65.77% over June 1935—and for’ the 
seven months the 1937 total output was 
15.30% in excess of comparable sales of 
1936 and 50.74% above 1935. 

The following computations of industry 
sales of household electric refrigerators 
are estimated by the Edison Electric In- 
stitute on the basis of NEMA production: 


PE -cieciocpuineke 192,906 units 
BEE Saicdnce wesw 205,098 units 
DIE en causaaainsta 267,770 units 
a 237 371 units 
7 SE vkkcncdscees 1,898,656 units 
| ee 1,646,657 units 

Saturation, January 1937—9,000,000 


homes, or 41.1% of total wired homes. 

The calculation of sales by states of 
electric refrigerators for the first six 
months of this year shows an increase 
of 18.32 per cent for the whole country. 
1,441,559 being sold from January to 
June 1936 and 1,705,750 for the same 
period in 1937. 

Increases are very spotty. Thirty of 
the states showed decreases as compared 
to last year of up to 20 per cent. States 
showing the greatest increases were Con- 
necticut, Pennsylvania, Ohio, Illinois, 
Michigan, Wisconsin, Minnesota, Dela- 
ware, North and South Carolina. 

It is especially interesting to note that 
the increases came in the industrial states 
and that the states where labor troubles 
were prevalent for the first six months 
of the year showed the largest increases. 

The middlewestern agricultural states 
showed either small increases or losses 
with the exception of Minnesota, which 
shows a heavy increase. 

Iowa went one per cent above 1936 
with Kansas showing a 6 per cent loss; 
Nebraska, 25 per cent loss; Missouri, 
7.41 per cent loss. 

Of the southern states North and South 
Carolina showed greatest increases. 
States affected by the T.V.A., Georgia 
and Tennessee, showed small gains. Ala- 
bama and Mississippi registered losses. 

The mountain states with the exception 
of Nevada are all under the preceding 
year, and the Pacific Coast states, with 
the exception of California are under a 
year ago, Oregon showing a loss of 20 
per cent and California barely holding its 


Electrical Merchandising 





own with an increase of just under 1 per 
cent. 

The entire tabulation in detail can be 
had on request from Electrical Merchan- 
dising. 


Vv 
RANGES 


The electric range industry is more 
than justifying the optimistic predictions 
for 1937 business that were made at the 
beginning of the year. According to 
NEMA, which reports for twelve of the 
major manufacturers, a total of 258,043 
household electric ranges have been sold 
by its membership in the first seven 
months of 1937, which is a 41.5% greater 
unit volume than in 1936. The June unit 
volume was up 33.3% and the July 34.7% 
over similar months of 1936. NEMA 
releases likewise indicate an advance in 
average price, at manufacturers’ value, 
from $69.18 in 1936 to $70.94 in 1937 
covering the seven months’ period of both 
years. 


Joly 1967... cccces 32,304 units, valued* at 
$2,271,136 

July 1936....220: 23,981 units, valued at 
$1,678,064 

June 1937.°...... my ay units, valued at 


48 
units, valued at 


June WRG. «- 2g 
7 Mos, 19979 bath units, valued at 


7. Mos. 1936... .182;383 units, valued at 
$12,616,448 


*Manufacturers’, not’retail, value. 
Saturation—1,735,450 homes, or 7.9% of 
total wired homes. 


Vv 
IES LAMPS 


Based on records compiled by the Elec- 
trical Testing Laboratories showing the 
number of base tags issued, it is esti- 
mated that July sales of IES lamps were 
90.52% higher than’in July 1936 and 
277.23% higher than in July 1935. These 
figures bring the 1937 seven months total 
up 70.49% compared with the same 
months of 1936 and 89.21% compared 
with 1935. . 


July eR iucwites 94,592 IES Base Tags 
PE BIG <ccccses 49,650 IES Base Tags 
7 Mos. 1937...... 412,992 IES Base Tags 
7 Mos. 1936...... 242,229 IES Base Tags 


Further ETL records indicate that up 
to the end of July 1937 a total of 2,469,- 
999 IES base tags had been issued—for 
presumably the same number of IES 
lamps. 


v 
STOKERS 


A glowing picture of the stoker indus- 
try is set forth in current releases of the 
Department of Commerce reporting sales 
of 108 identical manufacturers. Accord- 
ing to these reports, June sales of resi- 
dential and small apartment stokers 
(Class 1 and 2, capacity up to 100 Ib. 
coal an hour) advanced 84.86% above 
June 1936 and 23688% above June 1935. 
For the six months period accumulative 
sales amounted to 71.7% over the same 
period of 1936 and 264.96% over 1935. 

On the other hand, the Class 3 models 
(for apartment house use and general 
small commercial heating jobs) have not 
shared in this increased volume. Al- 
though June 1937 sales were 3.21% in 


excess of June 1936, the six months 
total business was 3.84% under the 1936 
comparative. 


Classland2 Class3 


JUNE 1937 ........ 8,193 289 

June 1936 .....00. 4,432 280 

6 MOS. 1937 ....... 31,000 —«1,2% 

6 Mos. 1936 ....... 18,056 «1,328 
Vv 


VACUUM CLEANERS 


Throughout July the sales trend in 
both floor and hand cleaners continued up- 
ward. Floor cleaners, for which the 
Vacuum Cleaner Manufacturers Asso- 
ciation reported an increase of 16.88% 
compared with July 1936 and 42.38% 
compared with July 1935, ended the 
seven months’ period 26.45% in advance 
of 1936. 

Hand cleaner sales were reported to 
be 46.59% in excess of July 1936 and 
91.03% above July 1935, with the seven 
months’ total volume 48.23% higher in 
1937 than in 1936 and 67.10% higher 
than in 1935: © 


Joby 1967 2. wcesees 83,725 floor cleaners and 
27,508 hand cleaners 
ek re 71,628 floor cleaners and 


18,765 hand cleaners 
7 Mos. 1937....805,271 floor cleaners and 
277,900 hand cleaners 
7 Mos. 1936... .636,832 floor cleaners and 
187,469 hand cleaners 


Saturation, January 1937—10,700,039 
homes, or 438.9% of total wired homes. 


v 


WATER HEATERS 


Gains of 59.3% for June and 33.0% 
for July, compared with similar months 
of 1936, were reported by NEMA for 
sales of household electrically-operated 
water heaters, of the storage tank type. 
NEMA records, given below, cover the 
billed sales of 11 manufacturers in 1937 
compared with 10 in 1936: 


WTI «oven cs 9,310 a. valued* at 

July 1936........ 7,002 units, valued at 
$343,606 

Joma 1967... 000 2 a valued at 

June 1936........ 7,180 units, valued at 
$355,537 

7 Mos. 1937...... 68,766 units, valued at 
$3,292,187 

7 Mos. 1936...... 47,161 units, valued at 
$2,217,026 

*Manufacturers’, not retail, value. 
Vv 


OIL BURNERS 


In June and July, for the first months 
since the beginning of the year, shipments 
of household mechanically-operated oil 
burners failed to meet the volume of 
comparative month of 1936. June records, 
as supplied to the Department of Com- 
merce by 178 identical manufacturers, ac- 
counting for approximately 85% of the 
industry total, indicated a decrease 0 
4.70% compared with June 1936, while 
July trailed 11.89% behind July 1936. 
For the seven months, however, the 1937 
accumulative gain amounted to 16.28% 
over corresponding business of 1936. 


ae 12,456 oil burners 
pS ae 14,138 oil burners 
> 3. 10,876 oil burners 
PE Migr nite nnece 11,387 oil burners 
3S eee 58,667 oil burners 
Oe Bs eewtec suns 47,024 oil burners 
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Prepared by C. I. T. Corporation, unit of Commercial Investment Trust Corporation, capital and surplus over $100,000,000 
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; LT. stands high in estimation 
‘of retail trade because of con- 
‘sumer acceptance, experience, 
| and quick, efficient service 


WBeyond the basic requirement of financial stability 
Jand conservative management, how greatly does it 
atter whether you give your financing business to 
one finance company or another? This question, put 
Mto leading retailers in various sections of the country 


ry 


recently, brought forth surprising unanimity of replies. 


Consumer confidence 


"The type of finance service employed has a decided 
bearing on the success of the retailer, most dealers 
believe. Consumer confidence, what the public thinks 
about a dealer’s finance company, is of prime im- 
Sportance. “‘I have known many people who refused 
to buy unless the sale could be financed through the 
finance company of their choice,” said one retailer. 
“A number of customers have asked me, ‘Do you 
offer the C.I.T. Budget Plan?’ I shifted my business 
because of these buyer requests. C.I.T. advertises to 
the public and the average person knows about 
)C.LT. service and usually is favorable to it.” 


3 
3 
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Experience a vital factor 


| Most dealers realize that financing is a highly special- 
ized field. It is better, many of them feel, to entrust 

















| instalment purchases to a firm that has had long 
)experience in that field. The record of C.I.T is an 
) unusual one. For almost thirty years, this company 
shas pioneered in the field of sales financing. Mil- 
lions of contracts have been handled and every con- 
ceivable kind of situation has been met. Upon the 
basis of this accumulated experience, C.I.T. is able 
to analyze your prospective customer’s situation to 
the satisfaction of all three parties concerned: the 
customer, the retailer and the finance company. 


Service an important item 


4 Quick, thorough, efficient yet friendly credit investiga- 
lions are a third factor in aiding the retailer to make a 
Success of his business, dealers agree. No matter how 
unusual the transaction, the dealer should be able to 
call up his finance company and receive accurate and 
dependable advice without delay. C.I.T. local office 
tafls are highly trained to handle all phases of the 
purchaser-finance company relationship in such a 
Way as to maintain dealer-purchaser good will. 
ADVERTISEMENT 

























ree Essentials in Finance Company Service 
Jesides that of Financial Stability, Dealers Find — 





A RADIOS - REFRIGERATORS - AUTOMATIC 
HEATING + RANGES - ELECTRIC WASHERS 
WATER HEATERS + DISH WASHERS 
IRONING MACHINES + COMMERCIAL 
REFRIGERATION AIR CONDITIONING 
ROOM COOLERS - VACUUM CLEANERS 


C.1.T. 


Finances Them All! 





/ Bese a 


Feature the C.).1. Budget “q 


AND OTHER HOUSEHOLD CONVENIENCES .. 
ies 
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STANDARD DOWN PAYMENTS AND 
SHORTER MATURITIES 


The great family of appliance dealers who finance 
through C.I.T. received a few weeks ago suggestions 
for encouraging standard down payments and some- 
what shorter maturities. The outline of terms effective 
as of September Ist, was sent them in a letter from 
C.I.T. Corporation, signed by A. O. Dietz, President. 

The communication from C.I.T. pointed out that 
during the years of economic readjustment growing 
out of the depression, finance companies revised 
their down payments and credit terms so that dealers 
might continue to sell to their budget buying market 
which had suffered diminished income. This policy 
embraced not only the household appliance and radio 
field but the automobile industry as well. 

The new terms provide for maximum maturity of 
30 months on ranges, refrigerators, and on water 
heaters. Appliances entitled to 24 months maximum 
maturity include ironing machines, space heaters, 
washing machines, and commercial refrigeration 
equipment. Purchases entitled to 18 months maxi- 
mum maturity include vacuum cleaners and radios. 
Down payments will be 10% of the cash installed 
price, with a minimum of $5.00. 

The letter emphasized the fact that it is to the 
dealer’s advantage to establish substantial interest in 


| 





the equipment for the purchaser at the time of sale, 
and to insure satisfied ownership of the equipment 
during its early life. 


Liked the Baby 








Illustrations like this catch the eye of people everywhere. 
From California, Michigan and many other places came 
letters asking for a picture of the C.1.T. Baby when this 
illustration appeared in a C.1.T. ad. This Saturday Evening 
Post page has been adjudged one of the outstanding ad- 
vertisements of the year—the kind that makes friends. 
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SHOW HER THAT SHORTER TERMS ARE TO HER ADVANTAGE— by Westcott 





\ LIKE THIS RANGE 
VERY MUCH. HOW 
LONG CAN | HAVE 


TO PAY FOR IT? MOST CONVENIENT 








(Most co you FEEL 














WELL, TELL ME ABOUT 
WHAT SIZE MONTHLY 





















MRS. JONES MUST 
BE PAYING FOR 
HERS ONAN 18 
MONTHS BASIS. AT 
#922 you WILL BE 
PAID UP IN |2 MONTHS, 
AND YOU WILL SAVE 


WE CAN EASILY PAY 
B22 MONTH, BUT MY. 
NEIGHBOR, MRS. JONES, 
PAYS ONLY 62° FOR 
THE SAME RANGE 




















THEN WE'LL PAY ® Gee ({ AND THATS A 
A MONTH. THE SAVING\| GOOD WAy to 
WILL HELP COVER ONE} \ FIGURE IT, Too 
OF THE PAYMENTS 





















THATS OKAY. 









CLEAN |7 UP IN 
\ 12 PAYMENTS 


JOHN, | GOT THAT 
NEW RANGE. IT 
WILL BE #9224 









Washington dealer 
increases sales 100% 


To one Washington, D.C., dealer, “‘which finance 
company” does make a decided difference—one hun- 
dred per cent, in fact! He writes:—‘‘You are no doubt 
aware of the very competitive condition surrounding 
the sales and financing of home appliances in the 
District of Columbia and vicinity. 


Help to customers 


“As we have been very favorably impressed by your 
methods of investigating credits and collecting ac- 
counts, we believe it to be to the purchaser’s advan- 
tage, as well as our own, to finance sales through C.I.T. 
To emphasize the confidence that we have in your 
concern, we feel it our duty to inform the purchaser 
that through months of financing through C.I.T., 
the tact and speed used in investigating credits and 
the courtesy extended to customers on collections 
and time extensions when the purchaser is in diffi- 
culty, has been a tremendous advantage to us in not 
only increasing our sales but in satisfying all classes 
of our customers. 


Recommends C.I.T. 


“These services have not been found in any com- 
petitive finance plan, and although our purchasers 
have the right to decide for themselves, we recom- 
mend the C.I.T. service. 

“Due to your cooperation in handling this im- 
portant phase of our business, we have been able to 
increase the sales of refrigerators more than 100% 
over the preceding year.”’ 


Cc. lI. fT. CORPORATION 


ADVERTISEMENT 











TIMES ARE BETTER 





I'M GLAD WE'LL 



















ANO SENSIBLE 
PAYMENTS BENEFIT 
BOTH YOU AND 
YOUR CUSTOMER 


THAT'S A SMART 
IDEA you FELLOWS 
AT C.i.T. GAVE ME - 
FITTING THE PAYMENTS 
TO THE INCOME, ETC. 
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HOW YOU GAIN 


By standardizing upon C.I.T. for Radios 
and all Household Appliances 


Saves time 


Valuable time—that could be spent in selling—is 
saved when you concentrate all your financing into 
one substantial account with C.I.T. 


Assures buyer confidence 


You are sure of offering your trade the attractive 
terms and experienced, uniform service which C.I.T.’s 
large national organization makes possible. 


A new selling convenience 


C.I.T. terms simplify and aid combination sales of 
two or more acceptable articles to one customer. A 
single C.I.T. contract is all that’s required. 


Personalized service 


Through C.I.T. you secure for all your instalment 
sales that quick, personalized service which comes 
to you through your nearby local C.I.T. office— 
manned by a staff which knows conditions in your 
local market. 





Millions of families have had first-hand experience 
with C.I.T. in the course of its 29 years of service. 
Use this confidence to help build your sales. Use the 
C.1.T. Budget Plan right across the board for all your 
household appliance deferred-payment sales. 


NEW YORK ~- 


























“When times were 








tough we sold terms. 




















Some are STILL selling 
terms, but from now 
on I’m selling ap- 
pliances. It pays!” 


—Jim Brown 














THE PHILOSOPHY OF 
“DEALER DAN” 





No one likes to be told he’s wrong. When repairing: 
refrigerator or radio or other appliance, it’s easy t 
belittle the customer’s choice in the hope of making: 


purchase, the customer thought he was making thebe 


replacement sale. Remember that, at the time of tl 


CHICAGO 


choice. Praise some feature of the appliance. Work in 
the subject of obsolescence by discussing some raditt 
improvement made recently on the same brand. Saé 
psychology? Rather, that’s just plain common sel¥ 


A survey recently indicated that, out of over 0 
hundred first-class retail salesmen of kitchen rangé 
well over 60% actually knew how to cook! The mot 
of this is obvious—it is the man who has a really int 
mate, first-hand knowledge of his line that makest? 
ace salesman—for he can talk to buyers with 9" 
pathy for their needs. 





Personalized Local Service 


More than 180 branch offices located in the 
principal trading centers of the United States | 
enable C.I.T. to render personalized service 
no matter where you are located. Each office 
is a complete operating unit. 








SAN FRANCISC 
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BUSINESS 


Number 3 of a Series 


Chisholm Electric Company of Tupelo, 
Miss. rely on the manufacturer's estimat- 


ing forms and have sold 16 jobs this year. 


r XO some electrical appliance 
dealers the air conditioning busi- 
ness still represents an unknown 

quantity ; to others it has been merely 
a matter of taking another new prod- 
uct in their stride. The former have 
yet to cut their eye-teeth on as juicy 
a piece of new business as has yet 
come across the pike—refrigeration 
not excluded; the latter, no matter 
how modest their beginning, have laid 
the ground-work for an active share 
of the least-saturated dollar volume 
in the major appliance industry. 

To those that have plunged in, un- 
afraid, the rewards have already been 
self-evident with the promise of 
greater ones to come in the next two, 
three and five years. Such an appli- 
ance dealer, for example, is the Chis- 
holm Electric Company of Tupelo, 
Miss. Inasmuch as there is nothing 
in the least way unusual about either 
their methods of getting business or 
their evolution from simple wiring 
contractors to full-line major appli- 
ance dealers, it might be worthwhile 
to examine just what air conditioning 
has meant to this specific dealer. 

Like many another dealer, he has 
only been in the air conditioning busi- 
ness less than a year. In that time, he 
has installed some 16 different jobs 
ranging from individual room coolers 
to the bigger horse-power jobs re- 
quired for small store conditioning. 
Right now he is biting his fingernails 


Temperature 
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Circulation 
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into the 


Everything electrical at this Tupelo dealer's means just that—including air 
conditioning. 


because he can’t get deliveries of room 
coolers which he says he can sell as 
fast as they are delivered. He’s in- 
stalled five of them this year to date at 
an average price of around $450 a 
piece. One of the windows of his small 
store has a room cooler display back- 
ground and, as soon as he gets his 
next delivery the unit will be smacked 
into place promptly. 

He will point with pride to a restau- 
rant across the street from his place of 
business—Mike’s Cafe, it is called— 
and tell you that when Mike first came 
to town no one expected him to last 
six months. Tupelo’s favorite eating 
place was the Dixie. But Mike in- 
stalled air conditioning, bought from 
the Chisholm Electric who handle 
Delco-Frigidaire, and today his place 
is packed to the doors with paying 
customers. Only next door to Mike’s 

(Please turn to page 36) 





Selling air conditioning is no harder than selling refrigerators was in the early 
days, says Chisholm. 


You have to install electric ranges, don't 
you? Air conditioning presents similar 
problems. 















This beauty shop had a hard time —till 
Chisholm air conditioned it. It's right oppo- 
site his store, too. 


The main showroom of 

Woodson & Bozeman is de- 

voted entirely to air-con- 

ditioning units—they don't 
sell anything else. 


So great is the demand for 
attic ventilating fans in 
Memphis that nearly 100 
home-made _ installations 
have been made this sum- 
mer. See text for details. 
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And here are some of the 

attic ventilating fans (Buf- 

falo Forge-Breeze) in the 

warehouse of Woodson & 

Bozeman ready for instal- 
lation. 





UMPING attic fan sales from 
J 14 units last year to a probable 
100 this year, room cooler sales 

by over 300 per cent and bigger con- 
mercial installations by almost a 
much, is the record that spells suc- 
cess in the air-conditioning business 
to Woodson & Bozeman, distributors 
of Memphis, Tenn. And air cond- 
tioning is no side-line with them, 
either. It’s the beginning and end of 
their business. It’s all they’ve got. 
Like many another distributor, they 
see the future of this business in the 
small package job for the residence 
and the small office or store. They 
ought to know. They’ve been re 
sponsible for a good proportion of 
the larger installations in and about 
town. Including the building in which 
their headquarters and showrooms are 
located—the Peabody Hotel. Go toa 
party in the big ballroom—it’s a! 
conditioned. Eat in the main dining 
room, the tea room or the grill dow 
stairs—all air conditioned. Take 4 
walk around certain floors of the 
hotel and into some of the rooms— 
air conditioned. Forty or more guest 
rooms in the place are equipped with 
room coolers (Chrysler Airtemp) 1 
stalled by Woodson & Bozeman. — 
There is a lot of business in heavier 
installations for some years to come, 
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Woodson & Boxeman of Memphis, Tenn. 


will have sold 100 attic ventilating 


fans by the end of this summer— but 


that’s 


only part 


business 


of their 


By Laurence Wray 
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they will tell you. But the volume 
market is another matter. Outside of 
restaurants, beauty parlors, and an 
occasional specialty shop here and 
there, the small store market is still 
so much velvet. And—the nice part of 
that business is that—the store-owner 
is virtually forced to modernize with 
air conditioning. All his competitors 
are doing it. As for the home mar- 
ket! Mr. Bozeman’s expressive shrug 
tells more than words can convey. 
But the home market is beginning to 
be dented all right. At least in Mem- 
phis. Three or four things make this 
plain : A half-a-dozen dealers are tak- 
ing good newspaper space to adver- 
tise attic ventilating fans; Sears-Roe- 
buck, who never go out of their way 
to pioneer a piece of merchandise, 
preferring to jump in when the 
demand has been created with a price 
special, are advertising attic fans at 
$39.95 up. An attic fan at that price, 
of course, won’t move any great 
amount of air—but that’s up to the 
customer to find out. In addition, 
S-R are offering to sell parts—motor, 





blades, frame, etc. separate to those 
thrifty customers wanting to tinker 
around making their own. Which 
brings us to another reason for be- 
lieving that the demand has been 
created and the attic fan is one of the 
livest pieces of merchandise that has 
hit the market: 

People in Memphis want attic fans 
so badly that they are going out of 
their way to make their own. George 
Richmond, who is the air-condition- 
ing expert over at the Memphis Power 
& Light Company, says that he has 
records of over 100 of these home- 
made fans being installed. Here’s how 
they go about it: The customer who 
cannot afford the average price of 
$225 which an attic fan costs, goes 
around to a second hand auto dealer 
and buys, for about $2.50 an old 
auto wheel and hub complete with 
wooden spokes. He has a perfectly 
machined turn-table for his blades. 
Then he hops over to a tin-smith and 
has him make up four blades of suffi- 
cient size which he bolts to the hub. 
Then he runs around to the electric 
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This picture shows 26 of the 
Woodson & Bozeman air- 
conditioning organization 
of Memphis, Tenn. They're 
in the business fo stay. 


Mr. E. D. Bozeman, right, 
talks to a prospect about 
an air-conditioning job. 





The exterior of the Woodson & Bozeman organization, located in the Hotel 
Peabody, Memphis, Tenn. 


shop and buys a motor and a belt to 
drive the fan. There you are. With 
a carpenter’s help to install it and cut 
the necessary hole in the attic floor 
to take care of the grill, he has an 
attic fan. Total cost: $12 to $14. 
Efficiency? George Richmond says 
he’d rather have one than one of the 
small-size fans sold by S-R or some 
other places. 

A fan retailing for less than $200 


generally moves about 6,500 cubic 
feet of air; those around $100 or less 
take care of only about 2,500 ft. 
Both are capable of cooling a bunga- 
low-size house but they wouldn’t start 
a draft in the average six- and seven- 
room house. The average capacity 
recommended for that size house would 
move about 13,500 feet of air. And 
these homemade dinguses, says Rich- 
mond, believe it or not, are capable 
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What will the stoker franchise 
be worth after 10 years? 


Like the automobile, radio, refrigerator and oil burner fields, 
the stoker industry started out with a few pioneers . . . now in- 
cludes several hundred manufacturers . . . in ten or fifteen years 
will be concentrated in a few strong companies. Link-Belt will 
be “‘in at the finish’’ because it is one of the few strong com- 
panies that have efficient manufacturing facilities and large buy- 
ing power .. . research to constantly improve the product... 
financial stability ... reputation for quality products... nation- 
wide distribution facilities . . . national advertising . . . aggres- 
sive promotion and selling. Part of the money you invest in 















stoker promotion is build-up for future sales; be sure you select 
a stoker which you can cash in on in the future. 


The Service Angle 


Service cost has ruined many a promising electrical merchan- 
dising product, is especially important with stokers. Link-Belt 





service and installation costs are unusually low because: the 
“bugs” have long ago been worked out of the machine. . . 
Link-Belt has exclusive features such as the AIRMETER, the 
LOAD-SIGNAL, Variable Intermittent Drive, Reciprocating 
Ash Ring (Anthracite), and others . . . Link-Belt service 
training is of the best. Ask for our market study on stokers. 
LINK-BELT COMPANY, Stoker Division, 2410 W. 18th St., 
Chicago . . . 2045 W. Hunting Park Ave., Philadelphia. 


LINK-BELT 


AUTOMATIC COAL BURNER 
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of taking care of about 12,000 cubic 
feet of air. 
Anyway, the point is that Mem- 


| phians have expressed a fairly deter- 


mined idea to cool their houses via 
the attic fan. They will buy, at prices 
ranging anywhere from $100 to $2,500 
(yes, the figure is right!) about 300 
attic fans this year. That’s a bad 
job, everything considered, because 
Memphis had a hot May and June and 
an uncommonly cool July. Most of the 


| sales of attic fans that have been 


made in those two hot months. Hardly 
a fan moved in July. 

Now to the Memphis Power & Light 
Company, attic fans represent about 
their only approach to the air con- 
ditioning business—as far as actual 
selling is concerned. They are strict 
about referring to attic fans as “air 
cooling” or “air circulating” rather 
than “air conditioning”. They have a 
window display and their salesmen 
are out selling them. But to Woodson 
& Bozeman, the attic fan business is 
only one branch, and a highly seasonal 
one of the air conditioning business. 
After August, the attic fan business 


| will probably be “gone with the wind”. 


And room cooler business will not be 
much better off. You jump in when 
the demand is screaming and you 
jump out when the demand tapers off 
to a whisper. The same is true of air 
circulators (Wagner) those big fans 
on pedestals they sell to stores to 


| move large quantities of air. 


| air conditioning equipment. 


When the fall comes around, and 
even before the heating season starts, 
they will be busy with automatic coal 
stokers, oil burners and year-round 
They 
have the advantage, in Memphis, of 


| having been in the business three years 





with a handsome showroom in one 
of the best spots in town, and with the 
added advantage of handling nothing 
but air conditioning so that their 
name is immediately identified with 
the business. 

But don’t muff the attic fan busi- 
ness, says E,. D. Bozeman. He’s 
got one installed in his own home 


CONTINUED FROM PAGE 29 





(and if you look at the Buffalo Forge 
booklet on attic fans you will see pic. 
tures of a number of other installa. 
tions he has made around Memphis) 
and his prediction is that the attic 
fan, within three years, will be out. 
selling electric refrigerators. That's 
not our prophecy. It comes from a 
man who makes his living in the air 
conditioning business. 

Why? Customer satisfaction and the 
way that customer imparts that satis. 
faction to friends and potential cys. 
tomers. 

“There aren’t many women any 
more that will take their friends oyt 
in the kitchen and show them their 
electric refrigerator,” says Mr. Boze- 
man. “But a friend coming into the 
house to play bridge or pay a social 
visit can’t help but be struck by the 
difference in temperature between her 
friend’s house and her own. Naturally, 
questions are asked and the friend, 
only too anxious to talk about the fan 
that has given her so much satisfac- 
tion becomes an enthusiastic salesman 
for attic ventilation. 

“We have had instances where one 
installation in a neighborhood has 
resulted in sales of six more fans in 
the vicinity. Some of these may run 
into considerable money. Where there 
is a large house, it may be necessary 
to install two fans and where there 
is elaborate decoration, a good deal of 
fancy carpentering and grill work 
is called for. All that runs up the cost. 
Those things have to be figured on 
unless you want to lose money selling 
attic ventilation.” 

A corollary to that is offered in the 
air conditioning business, too. Not 
only must the cost of duct work, wir- 
ing and plumbing be figured fairly 
closely in making an estimate, but 
the actual time consumed in estimating 
potential jobs can run into money. 
Something like two-thirds of one’s 
time can be used up in estimating 
jobs for submitting a bid, according 
to Mr. Bozeman. Here, experience 
is useful in separating the idly curi- 
ous from the purposeful buyer. 
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“If you don't pay your bill I'll have to turn off your lights” 
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DISTRIBUTORS «.cDEALERS 


\WV/ Hen daily newspapers, leading national magazines, 


and business papers start devoting considerable 
space in their news columns to attic fans for home cooling, 
as they are doing at the present time, you can be sure that 
the market for this product will develop rapidly. 


Thousands of "Buffalo" Attic Fans were sold this season; next 
season sales will be far greater! Electrical dealers and dis- 
tributors who intend to get their share of this new business 
will do well to tie up with a manufacturer whose reputation 
for manufacturing quality fans is second to none. Every 
"Buffalo" Forge fan is backed by over a half-century of 
experience in building better fans. 


The “Buffalo” Breez-Air Attic Fan. Large SOME VALUABLE TERRITORY STILL OPEN 


capacity, quiet in operation, economical 
ar39/-38 We are making plans now to help well qualified dealers and 
distributors to get their full share of this business in 1938 and 
for many years to come. If you have an organization trained 
in direct selling, and a service department capable of 
handling a simple installation job, we have a story and a 
selling plan that will help you to make plenty of money on 
"Buffalo" Attic Fans. 


























Write or telephone today for complete information. 


BUFFALO FORGE COMPANY 


: ‘Fan can be it remat: on attic fieer. 205 MORTIMER ST. BUFFALO, N. Y. 
i pret » can be mounted on attic Branch Engineering Offices in Principal Cities 
so BOR ; “a Ces ok 2 In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 

















ngs eter ee He et Ia. 
“Buffalo’’ Attic Fans mean Sell ‘‘Buffalo!’ Attic Fans 


new sleeping comfort to the Homes like these represent the big market for ‘‘Buffalo’’ Attic Fans. | to home owners who like 
home owners in your territory. to entertain in comfort. 
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Leads the Spreading Wave 
of Automatic Coal Heat! 





DISTRIBUTORS MEET IN CHICAGO 


Looking back over Whiting’s biggest year—and a spring off-season more than 
22 times bigger than the same period a year ago—Whiting distributors and 
factory officials unanimously agreed to continue the alert home appliance mer- 
chandising methods which have brought the Whiting Stoker to leadership in 
the great mass market. Whiting pioneered this more aggressive and profitable 
type of selling in the stoker industry. And experience now proves Whiting was 
right. 


BIGGEST BARGAIN FOR “JOHN Q. HOMEOWNER” 


Over the period of the past 17 years Whiting Stokers have been 
developed to such a degree of mechanical precision and depend- 
ability that they can now be sold and installed as “package 
merchandise.” John Q. Homeowner gets more for his money in 
actual heating comfort and freedom from worry. The dealer has 
lower installation and service expenses to figure against his 
profits. In one of the country’s largest cities independent service 
organizations listed Whiting Stokers as requiring the least atten- 
tion and repairs of any make .. . and the smallest installation 
cost. 


MORE PROFITS FOR WHITING DEALERS *% * 


The dealer makes more profit from selling this “Whiting pack- 
aged winter comfort” because it appeals to the buyer. Satis- 
fied customers increase his business. With Whiting’s com- 
plete line his selling range extends from the smallest dwelling 
to large institutions, commercial buildings and industrial plants 
... And distributors previewed at their Chicago meeting two 
more important developments which will vastly increase the 
earning power of the Whiting dealer franchise. Watch for this 
general announcement! 





Whiting Distributors Voice Approval ! 


These leading merchandising organizations—every one of them experienced in selling home appli- 
ances in the mass market—said it with orders. And each distributor pledged himself to main- 
tain an adequate sales and service staff for constant co-operation with retail dealers. A 
Whiting Traveling School will further aid dealers in training their men for more effective local sell- 
ing. 


Write or wire today for the name of your nearest Whiting distributor. If a franchise is open in your 
town he will gladly help you get started in this fast growing business—and it doesn’t take a large 
investment! 


THIS WILL BE A WHITING STOKER YEAR 





fs 


4s top> your fuel till 









OUTSTANDING ADVERTISING — PROMOTION 


Again Whiting is leading the field with increased advertising ... 
some of it in national magazines going into the better homes, 
but most of it is scheduled for newspapers in each dealer's 
own local community, where it can produce the most direct 
benefits for him. 


‘Whiting has also stepped forward with new store and window 
displays, electrical signs, booklets, folders and publicity plans— 
all developed to fit in with the dealer's local selling program, 
and to help him to get a constantly increasing share of the heat 
ing business of his community. 












UNDERFEED STOKER DIVISION— 
WHITING CORPORATION 


15606 S. Halsted Street, Harvey, Illinois 





Y Check the Opportunity Whiting offers in your community! 
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stoker business, but stock on the 


F YOU were going to sell fruit 

from a huckster wagon, an old 

story runs, you wouldn’t tiptoe up 
to people’s doors and query, with a 
whisper, “Shhh! Any bananas ?” 

No sir, the Emily Post of the fruit 
business would direct you to make the 
welkin ring with bawls of “Bananas, 
bananas, bananas—Who-o-0-000 wants 
bananas?” And so successful are 
such tactics that even Comedian 
Jimmie (Hot-cha-cha) Durante uses 
as an expression for a soft snap the 
term, “It’s bananas !” 

Now your correspondent is going 
to be crowned by such dignified busi- 


Location means nothing in the 


floor means a lot 


7 Nothing wins the 

public over like 

success, says H. 
E. Donelson. 


ness men as H. E. Donelson and L. R. 
Berretini of Streator, Ill, for com- 
paring their prosperous wholesale fruit 
business with the more humbler 
methods of merchandising the luscious 
United Fruit product. But first let 
Messieurs Donelson and _ Berretini 
realize that their methods are making 
monkeys, more or less, of dignified 
electrical dealers, and perhaps they 
will realize all this is a compliment. 
For here is the nub of what this is 
all about: 

Starting in June, 1936, from scratch, 
these two fruit and beer merchants 
took on a stoker agency and by the 
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Fruit Merchants of Streator, Ill. 


end of the year had sold 107 stokers 
in a town of 10,000 against six 
competitors. 

Purely because they were dissatis- 
fied with high gas bills these two 
partners looked at stokers. They 
found they could get the agency by 
buying two. This was done in 1934, 
and the extra job sold to a friend. 
Both were so satisfied that more 
people asked about them, and it gradu- 
ally dawned that here was old Mr. 
Opportunity knocking at the door. 

“T think we got a start because we 
jumped in, got a show room, and put 
in a stock of stokers and parts. You 
can’t sell anything from pictures, and 
this is what our competition was try- 
ing to do. We called our affiliate the 
LaSalle County Stoker Company and 
we stocked the Whiting.” 

Immediately the three salesmen for 
the fruit company who were peddling 
fruit and beer were used as bird dogs 
to get stoker leads. A 10 per cent com- 
mission went to any man who turned 
in a lead that resulted in a sale. 

The firm goes outside of Streator 
for installations, bringing a man down 
from Chicago. Only snag he has run 
into has been the discovery that there 


Find They Can Mix All Three 







must be at least a 24 inch clearance in 
the combustion chamber. A number 
of Streator homes had furnaces which 
did not permit this, but it was solved 
by putting the stoker into a pit. 

Although the location of the LaSalle 
County Automatic Stoker Company at 
506 East Main Street is fairly good, 
Mr. Donelson does not feel that the 
public will walk in to buy. Only one 
over-the-transom order has been re- 
ceived this way—a farmer who pur- 
chased a stoker to run with a 32 volt 
farm plant. 

Poor coal is one of the problems 
the firm faces. When a sale is made 
the new customer is always started off 
with half a ton of the right kind of 
coal, and the old fuel in his cellar is 
picked up and credited. 

Of the 107 sales made up to the 
time of Electrical Merchandising’s 
call, Mr. Donelson reported that only 
five were financed, and the balance 
bought outright, indicating a virgin 
market for stokers. He has no diffi- 
culty selling stokers against other 
fuels, he reports, closing a city hall 
deal easily when he showed that the 
building could be heated for $300 
worth of coal against $975 for oil. 
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COMBUSTIONEER OUT 
TO DOUBLE SALES 


SPRINGFIELD, O.—‘Now is the 
Time” was the keynote of the sales con- 
vention which was attended by Combus- 
tioneer district representatives and held 
at the Combustioneer plant in Springfield, 
Ohio, July 26 and 27. The meetings 
were presided over by H. W. Prior, do- 


mestic sales manager, and the salesmen 
heard sales and advertising plans to 
double Combustioneer sales the next six 
months. 


At the opening session, R. C. Goddard, 
vice president of Combustioneer and presi 
dent of the Stoker Manufacturers Associ- 
ation, showed the salesmen the splendid 
sales record accomplished in the first six 
months. “With this kind of a first half; 
with national income up 25%; building 
reaching its highest peak since 1929 and 
home modernization at the highest in the 
past 10 years, and with our sales plans, 
we are looking forward with confidence 
to fulfilling our objective of doubling sales 
in the last six months’ period,” said Mr. 
Goddard. 

Mr. Prior told the salesmen that every 
home owner wants ease and comfort and 
economy. “Our product gives these ad- 
vantages, and in doing so makes practi- 
cally every home owner a logical prospect 
for Combustioneer,”’ said Mr. Prior. 
“And we have prepared an aggressive 
sales and advertising program which will 
help every dealer sell his quota. We are 
investing more money in advertising and 
we are offering our dealers a tried and 
proven order-getting campaign.” 

The rapid growth in commercial Com- 
bustioneer sales was pictured by W. S. 
Burke, commercial sales manager. “The 
records of economy and increased effi- 
ciency which Combustioneer is making in 
all kinds of industrial plants give our 
salesmen sales arguments that get orders. 
With our bin-feed models and complete 
line, we can prospect the 
of service that he desires.” 

A. O. Dady, chief engineer, presented 
the complete and commercial 
lines to the salesmen and told about the 
refinements which have been made to 
still further increase the efficiency of 
Combustioneer’s operation. 
Fall sales and advertising Fall program 
was dramatized by J. L. Coffield, Jr., G. K. 
Filiatrault, Norman Burnett, A. 
and T. R. Allen. 


give any type 


domestic 


151 A.C. INSTALLATIONS 
NEW JERSEY UTILITY 


The complete | 


E. Mills, | 


RECORD FOR FIRST | 


HALF OF SUMMER 


NEWARK, N. J.—With installations 
for summer cooling equipment running 50 
per cent ahead of 1936, the Air Condition- 
ing Division of Public Service Electric & 
Gas Company of New Jersey looks for a 
record year. 

Up to July 
air conditioning equipment totalled 151 
units. These include 94 stores, 60 offices, 
47 private residences, 46 restaurants, 19 
theaters and 14 funeral parlors. 

It is estimated that horsepower of new 
connected load added to Public Service 
lines thus far this year total nearly 8,000 
horsepower. 

This company was one of the first 
utility companies to actively promote the 
sale of air conditioning equipment. Its 
Air Conditioning Department was formed 
five years ago and today 42 specially 
trained heating and air conditioning rep- 
resentatives are in the field. The com- 
pany does not sell any special make but 
cooperates with dealers and distributors in 
promoting the business. 


PAGE 34 


17, installations of summer | 





Combustioneer's fall selling program was dramatized by J. L. Coffield, Jr.; G. K. 
Filiastrault, R. E. Mills and Norman Burnett, regional sales managers. 
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And here are the Combustioneer district sales representatives, line up at the 
plant before leaving for the field. 





Looking over the plans: H. W. Prior, domestic sales manager; R. C. Goddard, 
president; and W. S. Burke, commercial sales manager of Combustioneer 


Penn Electric 


J. G. Moravec, sales engineer, has been 
placed in charge of Penn Electric Switch 
o.’s Moline Office at 535 Fifth Avenue 
Building, Moline, Illinois, according to an 
imnouncement recently released by N. E. 


| Jennison, assistant sales manager, Penn 


Electric Switch Co. 

“The office, which was opened July 
1, coincident with the moving of the com- 
pany’s executive offices to their new fac- 
tory and office at Goshen, Indiana, will 
serve western Illinois and Wisconsin, 
Minnesota, Iowa, Nebraska and Dakota 
customers,” Mr. Jennison said. 


SEPTEMBER, 


| APEX ENTERS AIR 
_ CONDITIONING FIELD 


Buys Savage Arms Zephyr Plant 


| 

| 

CLEVELAN D—Adédition of air condj- 
| tioning equipment to the Apex Electrica] 
| Manufacturing Company’s family of 
| products, which already includes house- 
hold washers, ironers, vacuum cleaners 
| and electrical refrigerators, is announced 
by C. G, Frantz, president of the Cleve- 
and concern. 

Apex has bought the Zephyr Air Con- 
ditioning Division of the Savage Arms 
Corporation, Utica, N. Y., and is trans- 
ferring the machinery to its Bessemer 
Avenue plants in Cleveland. 

Savage has been manufacturing air con- 
ditioning equipment since 1926. More 
than 10,000 of its Zephyr units are in 
use. 

“Purchase of the Zephyr business, 
which includes basic patents on various 
‘xclusive features, follows several years’ 
study of air conditioning, during which 
we have done considerable experimenta) 
work,” said Mr. Frantz. “Some idea ot 
the expansion possibilities in the field 
may be had from the fact that the in- 
dustry’s sales this year have already 
reached a figure much ahead of all 1936, 
with only small development of the 
largest market of all, the home, in which 
we mean to specialize.” 

The equipment to be manufactured by 
Apex will include facilities for cleansing, 
humidifying and circulating the air in the 
winter; and cooling, cleansing, dehumidi- 
fving and circulating it in the summer. 
Units will be built so that the summer 
‘eatures may be installed with the winter 
or added later, as the purchaser desires. 

Distribution and sales plans will be 
umnounced within a short time, according 


to Mr. Frantz. The program includes 
ontinuation of present Zephyr distributors 
and dealers. 


N Y AIR CONDITIONING 
SHOW IN JAN., 1938 


NEW YORK—Engineering interests in 
all of the diverse fields of construction 
and manufacturing who have wished to 
have an accurate technical picture of 
summer and winter air conditioning will 
be well served by the 5th International 
Heating and Ventilating Exposition. The 
Exposition, otherwise known as the Air 
Conditioning Show, will be held at Grand 
Central Palace, January 24 to 28, 1938. 
The first Exposition was held in Phila- 
delphia in 1930, the second in Cleveland, 
and the third in New York City. The 
fourth, in Chicago in 1936, established an 
all-time record of this exposition’s success 
both from the standpoint of exhibitors and 
audience. 


For the Fifth International Heating 
and Ventilating Exposition three floors at 
Grand Central Palace, New York City, 
have been reserved. Already most of the 
available floor space is under lease, the 
first two floors having been entirely 
rented. Air conditioning, particularly 
with respect to the demands of suitable 
heating, cooling, and ventilating of homes, 
offices, and factory buildings the year 
round has engendered an enormous inter- 
est in the processes and commodities 
which the show reveals. 





HOME MADE A.C. 


Included among the air conditioning 
advertising which appears in Phoenix, 
Ariz., newspapers is offer of “home 
cooler” materials, including lumber, in- 
sulation, excelsior and wire netting. A 
ventilator fan is part of the required 
equipment for such an installation. 
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150 CARRIER MEN 
MEET AT NEWARK 


NEWARK, N. J—Outstanding engi- 
neering developments in the air condition- 
ing field were outlined by Willis H. 
Carrier, chairman of the board of Carrier 
Corporation, before a three-day meeting 
from August 2 to 4, of 150 key Carrier 
engineers from all parts of the United 
States. _ 

The meeting was held at the Newark 
plant, prior to Mr. Carrier's departure 
on a three month trip to South Africa, 
where he will inspect the Carrier air con- 
ditioning installation at the Robinson 
Deep Mine in Johannesburg. The 
engineers were called together for the 
conference at this time, so Mr. Carrier 
could discuss the recent air conditioning 
developments before he sailed on Aug. 7. 

Among the subjects discussed by Mr. 
Carrier were the engineering advances in 
the development of the Carrier Centri- 
fugal Refrigerating machine and the Car- 
rier Evaporative Condenser. He reviewed 
the seven-year record of the Evaporative 
Condenser which is giving air condition- 
ing users a 95 per cent water saving. 

The engineers attended morning, after- 
noon and evening sessions addressed by 
Mr. Carrier; L. R. Boulware, general 
manager and vice president; L. L. Lewis, 


| 





° . . . | 
chief engineer and vice president; Donald 


French, vice president in charge of re- 
search; and other engineering executives 
of Carrier. Considerable time was spent 


in the extensive Carrier research develop- | 


ment laboratories. 


A New 


AIR CONDITIONING SHORTS 


Harvey Wood, general manager of 
Poucher, Wood & Wallin, Poughkeepsie, 
N. Y. is taking some of his own medi- 
cine—he’s just built for himself the first 
completely air conditioned home in the 
Central Hudson region ... It’s a Kelvin 
Home and it’s open to the public for 
inspection .. . 

To the Tulsa “World,” Tulsa, Okla., 
should go orchids or something for the 
air conditioning section of their Sunday 
paper issued May 30... Illustrated with 
pics of big buildings which have been air 
conditioned and replete with articles on 
air conditioning by local distributors and 
engineers, it brings air conditioning smack 
in the public eye . . . Space-takers in- 
cluded Long-Bell (G-E), Southwest Air- 
temp Corp. (Chrysler), Natkin & Com- 
pany (Westinghouse) Frick Company, 
Public Service Company of Oklahoma, 
the Trane Company, Advance Air Con- 
ditioning Company, Watt Plumbing, Air 
Conditioning & Electric Co. (York) and 
others ... 

Up at Buffalo Niagara Electric Corp. 
air conditioning promotion has been mov- 
ing so fast they have formed the Air 
Conditioning Council of Western New 
York. L. A. Harding is president, Ros- 
well Farnham, vice president, R. H. Mul- 
berg, treasurer and Walter P. Davis, ex- 
ecutive secretary... 

Reed Unit Fans for attic ventilation are 
made down in New Orleans. Business is 
so good they’ve been forced to double 


Stoker— 





Col. Roscoe Turner, speed ace, flew this Templux stoker from Detroit to the 
dealer meeting of Nides-Cloud, Inc., Chicago distributors. .. . 


Radusive TuRIUtTER Bure Cosi Scantihentty 
Automatically — t spowwfel of © amr 


MA we Tana 





Shy 
gore 


But hundreds of dealers saw the stoker and Fred Lockwood, right, Borg-Warner's 
publicity director, and Marvin Lindeman of John L. Wierengo & Staff, advertising 
agency, showed them the color page which started a big stoker campaign. 
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their amount of floor space. Mr. Reed 
is a past president of the New Orleans 
Electrical Association ... 

St. Louis is jealous of their reputation 
as America’s No. 1 air conditioned city 
and E, A. Freund, development engineer 
of the Union Gas & Electric Company, 
points out in a recent article that St. 
Louis is ahead of even New York and 
Chicago in number of installations. 
Here’s the record: 35 hotel installations 
providing cooling for public rooms and 
1,600 bedrooms equipped; 142 retail 





stores; 31 theatres; 25 office buildings | 


with complete air conditioning installa- 
tions; 276 additional offices; 75 air con- 
ditioned restaurants; 600 private homes; 


10 apartment houses; 56 industrial estab- | 


lishments. A grand total of 1,346 in- 
stallations in greater St. Louis! More 


important, he points out that in the first | 


six months of 1937 there were 24 times 
the number of installations made as in 


| the same period the year before... 


SPOKANE A.C. EXHIBIT 
CLICKS 


SPOKANE—Tests on the cost of op- 
erating a complete air conditioning 
installation under practical home condi- 
tions are now under way in the model 
home which was exhibited by Tull & 
Gibbs of Spokane, Wash. last summer. 
Recording instruments were installed at 
that time but were not put into use until 
the house was sold and both heating and 
cooling equipment was put into normal 
family use. This exhibit was the first 
home air conditioning job to be opened to 


the public in the Spokane region and | 


attracted crowds of visitors. During the 





two months that it was on display some | 


15,000 people went through the home. 
L. K. Vallandingham, head of the elec- 
trical appliance department of Tull & 
Gibbs reports that five air conditioning 
installations were sold to home owners 
as a result of the exhibit—and more busi- 
ness is yet to be developed. 
came from as far away as Walla Walla 
and Pasco and some of the sales made 
were from these districts. 


Visitors | 


GAR WOOD TO 
PROMOTE MOD- 
ERNIZATION SALES 


DETROIT—“The air conditioning di- 
vision of Gar Wood Industries, Inc., is 
organizing a staff of special salesmen and 
heat-survey men.to foster the installation 
of automatic heating and air conditioning 
equipment in homes alteady built and 
suitable for such modernization,” stated 
Frank H. Dewey, general manager of 
the air conditioning division, in speaking 
about his division’s immediate sales plans. 

“There are many thousands of home 
owners who are now satisfied with their 
present homes, their neighbors and their 
environment, provided their homes were 
equipped with a modern heating and air 
conditioning system,” he said, 

“It is to satisfy the demand of these 
home owners that we are now forming a 
special sales procedure and adding heat- 
survey men to take care of this work. 
One of the reasons why so many families 
welcome air conditioning, is because it 
gives them an added room by transform- 
ing the basement into clean, companion- 
able, recreation quarters. Of course, they 
also want the many benefits derived, such 
as health, convenience, economy and low- 
cost operation. 

“In our plan, an accurate estimate of 
requirements and costs will be presented 
to the buyer. Heating losses will be fig- 
ured exactly by Gar Wood heating 
engineers. Up to the present time, most 
of Gar Wood sales have been made 
direct to builders for installation in new 
homes under construction. This plan of 
selling and acquainting the public with 
the necessity of modernization, will be 
launched through an aggressive advertis- 
ing campaign in newspapers, trade papers 
and direct mail.” 


Whiting Distributor Appointed 


The Boetticher & Kellogg Company, 
leading electrical and home appliance dis- 
tributors for the Evansville, Indiana, area, 
will be exclusive representatives for the 
Whiting Stoker in 9 Indiana counties, 12 
Illinois counties and 17 counties in north- 
western Kentucky. 

W. H. Campbell will have charge of 
the company’s stoker sales department. 


—Gets a Lot of Attention 





Here's a bunch of the dealers looking over the Templux stoker with Roscoe Turner 
and J. Crouch, Jr., sales manager, Templux Division of the Morse Chain Co. 
who appears at the Colonel's right. 
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Handy-Heat- Dealers Wanted || 
On-Wheels a 

An Electrical 
Steam Radiator 











Getting Into the Business 











Continued from page 27 

Send for full par- 

Get in on the ground 
floor. 
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In addition to the radiant heat of elec- 
tric bowl-type heaters, it also gives you 
convected heat. That means quicker 
heating, and an economy of current. 
In fact, the small one 
no more current than an electric iron. 
It is just the thing for bathrooms or 
any hard-to-heat room. Also ideal in 
any room for cool damp days of Spring, 
Summer and Fall when main heating 
is not in operation. 


size uses 
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MANUFACTURED 


Burnham Boiler Grporatir 


Irvington, N. Y. 
Vanufacturers of Heating Equipment Since 1873 
Cities of the United States and Canada 
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HUMIDIFIES — CIRCULATES 
DEODORIZES THE AIR 


SOLD 


THE YEAR 
"ROUND 


Here's the very latest electrical 
appliance—a year ‘round money- 
maker—built by Continental Mo- 
tors Corporation, a 35 year old 
institution of national reputation 
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SALES EXECUTIVES 
— SALESMEN — 


Carrier 


Air Conditioning 





@ We have two exceptional oppor- 
tunities for marketing executives 
with preferably home office sales 
direction experience in automo- 
biles, refrigeration, or other like 
specialties. 


@ Also, we have several oppor- 
tunities with dealer development 
men experienced in opening, hiring, 
training and supervision work. 
Previous experience in air condi- 
tioning not absolutely necessary, 
but would be helpful, as would a 
familiarity with refrigeration and 
automatic heating. 


@ In applying please enclose recent 
photo and give age, marital condi- 
tions, race, religious and fraternal 
affiliations, education and business 
history in detail, indicating in each 
case name of employer, nature of 
work, length of service, compensa- 
tion and reason for leaving. 


@ All replies will be held in strict 
confidence. 


W. H. Price, JR., 
Vice Pres. in Charge of Sales 


CARRIER CORPORATION, 


Newark, New Jersey 


pride) is a little beauty parlor, oper- 
ating in the basement. It is called 
the Powder Puff Beauty Shoppe and, 
despite its elegant name, its location 
made it one of the hottest little spots 


in town for the local belles to come | 


in and have their permanents and | 


manicures. But a sign now says “Del- 
co-Frigidaire Air Conditioning—In- 
stalled by Chisholm Electric Co.” and 
the Powder Puff have to keep cus- 
tomers waiting an hour for appoint- 
ments. 


$50,000 Business 


Chisholm gets more satisfaction out 
of these demonstrable customer bene- 
fits, he says, than from any other 
class of business. It makes air con- 
ditioning a pleasure to sell, is the 
way he puts it. 

Now the Chisholm Electric Com- 
pany is not a highpowered distributing 
organization, factory-financed 
with elaborate showrooms. That sort 
of thing wouldn’t go in Tupelo, any- 
way. The town has less than 10,000 


and | 


souls and 1,500 paying customers on | 


the books of the town hall which buys 
its power from Tennessee Valley Au- 
thority. No. Chisholm’s store looks 
like any of a thousand stores you can 
find anywhere in the United States in 
towns of similar size. It carries Hot- 
point ranges and refrigerators, Wesix 
heaters, water heaters, water systems 
and water coolers. It does around 
$50,000 volume a year part of which 
comes from the original contracting 
business and its inevitable 
fixtures. Refrigeration business was 
good until this year—Chisholm him- 
self says he sold two carloads—but it 
is falling off because of lack of cus- 
tomers. Of Tupelo’s 1,500 domestic 
customers, 1,257 now own electric re- 
frigerators. That’s another reason 
Chisholm decided that air conditioning 
looked pretty good. 

Did he hire any engineers? Make 
new capital investment? Set up a 
separate organization to take care of 
it? Not so as you could notice. Air 


SEPTEMBER. 


side-line- | 


Easily wheeled from one room to an- This window was all set for a room cooler display as witness the sign. But 
other. So light it can be carried up- deliveries were hard to get and so the other stuff was pushed in. 

stairs or down. Equipped with both 

thermostat and automatic current cut- 

off. Made in 4 sizes. Finished attrac- -_ ; “ ts tr ee we . 
tively in black and neutral color (Mr. Chisholm is still pointing with | conditioning, says Chisholm, is an- 


other package appliance as far as he 
is concerned. He will remind you of 
the fact that when dealers first began 
to handle electric refrigerators some 
fifteen years ago, the box was a big, 
bulky affair with a compressor that 
usually had to be installed in the base- 
ment. And the customer paid $375 
and $400 for them. Today, it is a 
compact, smartly designed, relatively 
inexpensive package appliance. Air 
conditioning is no different. Where 
the installation calls for a package 
job, the room cooler answers the pur- 
Where the room cooler will not 
deliver sufficient capacity for the area 
to be cooled, then, like the old re- 
frigerator, you install the compressor 
in the basement. Nothing more to it 
than that. 


pose. 


Figuring Jobs 


But what about figuring these indi- 
vidual jobs, we asked. Don’t you have 
to have'a lot of expert knowledge to 
know what size compressor will cool a 
certain cubic foot area of space? 
Doesn’t it take an expert to know 
whether a room cooler will deliver 
enough cooling for the job you are 
bidding on? Well, yes and no, says 
Chisholm. He didn’t know anything 
about it when he first started. But the 
manufacturer supplied him with esti- 
mating forms to use in figuring the re- 
quired capacity, and he decided he'd 
take a crack at it. The form told how 
to go about measuring the wall space. 
figuring for windows and lights and 
partitions and the probably human load. 
When you have put these things down 
you have a rough estimate of the heat 
load that the unit is going to be re- 
quired to take care of. The first two or 
three jobs he figured, Chisholm says, 
he wouldn’t take a chance on their ac- 
curacy. He submitted them to the 
manufacturer for checking and, except 
for a minor change or two and a sug- 
gestion, they were returned as OK. So 
he went about installing them and 
found that they worked like a charm. 

There’s been no stopping him since. 


1937—ELECTRICAL MERCHANDISING 

















at 
aN 
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/here ° 
me to new refrigerator sales! 
* po Use a C6NICE Tray as your calling card... not only will you find it the sweetest “door- 
Ot “ : ° 
tsi opener you ever used, but being the newest, most modern ice tray on the market, it's a 
2 oe. “natural” to introduce your sales talk on the advantages of the line you represent. CONICE 
essor can put you further along the road to new refrigerator sales than any “premium” could * These are the 
to it possibly do...and whether you close the big order or not, CONICE can show you its own USER — BENEFITS 
profit as replacements of your prospect's present old-fashioned trays. that make CoNICE TRAYS indispen- 
sable for profitable refrigerator 
selling! 
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— ' and nothing can complete the satisfaction of all your recent refrigerator buyers like these shortened, ice lasts 3 times tonger, 
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tir No Wonder 
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NEW AIR CONDITIONING PRODUCTS 


@ = Electrical Merchandising will bring you further details of the products listed in this sec- 


tion (and any other merchandise on which you desire information) without cost to you. 
Simply check the items you're interested in, on the prepaid return postcard on the 
"Free Sales Helps" page 76. 





Description: 





| HEXCEL Humidifier 


The Hexcel Radiator Co., Racine, Wis. 
Vodel: New 1938 Aristocrat humidifier. 
Designed to harmonize 
with modern furnishings, resembles 
table type radio; 2-toned walnut outer 
casing; vapor-type unit generated by 
heating element; no cold water spray ; 
quiet operation; vaporizes 1.2 pts. 
water per hr.; water compartment 
holds 34 gal. water; shut-off auto- 
matically stops current when water 
supply is exhausted; mechanism is in- 
serted in cabinet from rear making 
it easy to service; 18} in. x 14 in. 
x 12 in., weighs 27 lbs.; side handles ; 
a.c. or d.c. 


Price: $37.50—Electrical Merchariiis- 


ing, September, 1937. 





2 NORGE Room Cooler 


Norge Division, Borg-Warner Cor- 
poration, Detroit, Mich. 


Device: Self-contained unit room 
cooler. 
Description: Self-contained, evapora- 


tive-type unit which, it is claimed, has 
a cooling capacity similar to water- 
cooled units and is independent of ex- 
cessive variations of outdoor tempera- 
ture. Room temperature air is drawn 
into unit by fans, through air filters 
and cooling coils. Refrigerant (Freon 
12) circulated by Rollator compressor 
through cooling coils is boiled by heat 
in room air which is passed over out- 
side of coil; boiled refrigerant is then 
cooled by evaporation of water 
sprayed over outside of condensing 
coil. Equipped with 10-gallon tank 
or can be permanently installed. Ad- 
justable window connection provides 
for circulation of outside air for con- 
densing purposes. Window duct has 
range of adjustment vertically 223” 
to 354”; range of adjustment from 
back of unit to window is 24” and 
unit will fit range of window widths 
from 24” to 524”. 


Finish: Cabinet of heavy guage steel 
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finished in American walnut in hori 
zontal panel design. 
Size: Overall width 454”; height (in- 
cluding casters) 404”; depth (unit) 
201”; depth (with duct) 243”. 


Capacity: 4 ton, 4 hp. heavy duty 
repulsion induction type motor. 110- 
volt, 60-cycle, 1l-phase a.c. Units 


available for d.c. with ? hp. motor. 


Electrical Merchandising, September, 





3 ROTO-BEAM Circulator 


Voior Service & Mfg. Co., 3300 Indiana 
Ave., Chicago, Ill. 

Device: Roto-Beam Jr. Model D-10. 

Description: Projects 5 helical moving 
streams of air from pyramidical center 
of fan; “double action” method of air 
circulation by suction and pressure; 
5-10 in. blades; shaded pole type mo- 
tor in chromium plated housing; 
weighs 7 lbs., may be hung on wall, 
placed on table or any convenient spot; 
mounted on base in such a way as to 
permit guard to be swung around in 2 
complete circles vertically and hori- 
zontally. 


Prices: A.c. model, $17.50; a.c.-d.c. model 


$20.—Electrical Merchandising, Sep- 
tember, 1937. 





4 HOLCOMB & HOKE Stoker 
Holcomb & Hoke Mfg. Company, 
Indianapolis, Ind. 
Device: Bin-Feed Firetender 
matic coal stoker. 





Description: Has a worm housing 


auto- 





5 GAR WOOD Attic Ventilator 


Gar Wood Industries, Inc., Air Con- 
ditioning Div., Detroit, Mich. 
Device: Attic Ventilator expells hot 
dead air from attic and draws cool 
night air in through doors and win- 
dows creating refreshing circulation. 
Description: Consists of quiet operat- 
ing, specially designed fan and motor 
enclosed in metal case which is sus- 
pended on coil springs from ceiling 
or rafters for quiet operation; vibra- 
tion deadening canvas boot connects 
fan housing with a wooden frame 
which is installed in window casing 
or other opening for discharge of hot 
air; frame is equipped with insect 
screen and aluminum automatic outlet 
shutter which opens when fan begins 
to operate and closes when it stops; 
controlled by conveniently located 
switch. — Electrical Merchandising, 

September, 1937. 


-———- 


— 





6 BURNHAM Fan Cooler 


Burnham Boiler Corp., Irvington, N. Y. 

Device: Deluxe portable floor fan for 
offices, hotels, etc. and a complete 
attic fan package for attic cooling. 

Description: Attic package includes 
sound absorbing vent box with flame- 
proof trap door, ropes, pulleys and 
automatic fan switch; fusible link 
shuts tight in case of fire and auto- 
matically stops fan; shutters close 
when fan is not in use stopping back 
draft from attic; special package 
equipment for use on flat roofs when 
fan and vent box are placed on roof 


cleanout in addition to the usual bin- 
feed cleanout, which gives access both 
outside and inside to the point where 
larger objects can be easily removed. 
Completely enclosed transmission, 
motor and fan unit; worm housing 
machined for perfect alignment; vari- 
able pitch feed screw; heavy duty 
cast-iron wind box and retort; square 
type retort; silent, oil-flow  trans- 
mission; protectoswitch automatically 
disconnects motor in case of obstruc- 
tion in feed or screw; fully automatic 
electric controls; fractional horse- 
power motor and heavy construction 
throughout are some of the exclusive 
features claimed for this new stoker.— 


Electrical Merchandising, September, 


1937. 


outside ; available in 3 sizes and capac- 
ities: 30 in. 7000 c.f.m., 39 in., 10,- 
000 c.f.m.; and 45 in. 14,000 c.f.m.— 
Electrical Merchandising, September, 
1937. 

















7 IRON FIREMAN Stoker Feed 


Iron Fireman Mfg. Co., 3170 W. 106th 
St., Cleveland, O. 


Device: Swiveled feed conduit for auto- 
matic coal stokers and new-design 
agitators for the coal in the bin both 
operated by the stoker’s electrical 
power unit. 

Description: Permits location of the 
coal bin anywhere within an 180 de- 
gree arc in front of the furnace, 
Vertical adjustment of the swiveled 
feeder is possible, eliminating many 
awkward installation problems. The 
swivel-type conduit is optional equip- 
ment on the fall line of Coal Flow 
models. — Electrical Merchandising, 
September, 1937. 





8 COOK Circulators 


Cook Electric Co., 2700 Southport Ave., 
Chicago, Til. 

Model: Cook air circulators 57L and 
57H. 

Description: Available in floor bracket, 
pedestal and ceiling models; 3 alu- 
minum blades; 224 in. diam.; 57L, 
quiet fans, 1140 r.p.m., 5000 c.f.m, air 
deliveries ; 1/10 hp. motor ; 57H, 1725 
r.p.m., 7000 c.f.m., air deliveries; + hp. 
motor; 110 volt, 60 cycle, a.c. only; 
chromium guards and tubes; base and 
fittings crinkled platinum gray finish; 
floor model is adjustable from 6 to 10 ft. 

Prices: Floor models, $57.50; Bracket, 
pedestal and ceiling models, $47.50.— 
Electrical Merchandising, September, 
1937. 

v 





9 ANCHOR Stoker 


Anchor Stove & Range Co., Inc., 
New Albany, Ind. 

Device: “Fire Chief’ Kolstoker for 
automatic heating. 

Description: Automatic coal stoker de- 
signed for smaller homes, bungalows, 
cottages. New features of design and 
arrangements of controls, it is claimed, 
have made big reductions in produc- 
tion and installation cost. Complete 
control is one  unit—self-starting 
motor, independent of thermostat, 
feeds minimum fuel necessary t0 
maintain fire. Low voltage relay and 
transformer. Safety limit controls 
for steam and hot water—Electrical 
Merchandising, September, 1937. 


(Continued on page 79) 
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THESE ARE THE IMPORTANT 


LITTLE THINGS 


IN BACK OF EVERY APPLIANCE SALE 





G-E All-rubber Plugs are guarding the operation of countless 
modern appliances. They are molded directly to the cord . . . cannot 
break or come apart. Besides a complete line of standard shapes and 
sizes, there are many specially designed G-E Plugs for particular 
applications. 


G-E Strain Reliefs protect appliances from untimely failure. They 
ate molded directly to the cord . . . right where the most strain and 
wear takes place. G-E All-rubber strain reliefs are made in a large 
variety of shapes and styles. Every one of them is insurance against 
frequent service calls . . . costly complaints. 





G-E Appliance Switches are neat and compact. They have to be 

. to facilitate modern design and construction. They are built for 
the efficient control of all kinds of electrical products. Point them out 
to the prospective customer who is interested in mechanical reliability 
and dependable operation. 


To the salesman of modern appliances, G-E Accessory 
Equipment offers two things. First . . . the powerful influ- 
ence of the G-E name. Second . . . the lasting service that in- 
sures Customer goodwill. 

In terms of appliance operation, G-E Devices are not 
small. They play a major role in the protection . . . control 

. and usefulness of many types of products. Their im- 
portance . . . and their quality . . . should be pointed out to 
your customers. 

Write for complete information. Address Section Q-909, 
Appliance and Merchandise Department, General Electric Co., 
Bridgeport, Connecticut. 


GENERAL &3 ELECTRIC 


ACCESSORY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL 
ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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G-E Disconnecting Cord Sets, molded into one piece, are practical 
features in the sale and use of modern appliances. They eliminate 
dangling cords from products on display . . . permit customers to put 
the cord set away when not in use. Neat... compact... well 
styled, G-E Disconnecting Cord Sets play an important part in the 
delivery of electricity to the appliance. ; 








Complete G-E Heater Cord Sets are the last word in design and 
manufacture. They incorporate the benefits of Molded-on Plugs and 
Strain Reliefs, G-E Cord and G-E Heater Plugs. Sold as a replacement 


item . . . or as part of a Heating Device, they are packed with valu- 
able sales features. 
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Put the new 
ROBERTSHAW 


hermal E 


ON YOUR ELECTRIC RANGE 


































IT Glows WHEN THE OVEN GOES ON... AND 
IT Signals WHEN THE OVEN REACHES RIGHT HEAT 


Here's life and light and action for electric range selling — the 
Thermal Eye of Robertshaw’s electric oven-heat-control. 

When the oven goes on the eye lights up. As long as the oven 
stays on it glows. And—when the oven reaches the right tempera- 
ture a red signal comes into view, 
telling the user, “Now is the time to 
putin your foods for perfect results!” 

Every electric range prospect will 
be fascinated by the Thermal Eye. 
Make use of its sales-influence. 
Equip with Thermal Eye controls. 

The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want this modern 


equipment. Write for information. 


ROBERTSHAW THERMOSTAT COMPANY, YOUNGWOOD, PA. 


Manufacturers who have specialized in thermostats since 1899 


Over 2,700,000 Robertshaw Oven-Heat-Controls in Use 


ROBERTSHAW 


| OVEN -HEAT- CONTROL 
, 
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H. G. Parks tells Miss Grace Selhaver about Norge refrigerators. 


Artistically 


designed display stands flank both side walls for the full length of the Parks store. 


G. PARKS of the Parks Ap- 
pliance Co., in the historic 
@ community of Carondolet, 


Mo., makes friends with the boys and 
girls of the neighborhood, gives a 
helping hand to humanity in distress, 
personalizes the store’s service and 
he finds it pays dividends. 

He started in a modest way in 1934 
and in the second full year of selling 
activities or in 1936, electric refriger- 
ator sales approached 400 units. He 
displays and sells the Norge line of 
home appliances and in 1936, his store 
sold the second largest amount of 
merchandise among the dealer ac- 
counts of the Norge Company of Mis- 
souri in its territory in Missouri and 
Illinois. 

It is a working principle of H. G. 
Parks that you must put back into a 
community what you get out of it. 
You'll be repaid in most cases, over 
and above. Here is an example that 
will illustrate his principle: A repre- 
sentative of the Miami Radio Club 
called at the Parks store for a dona 
tion to buy a radio tor a bed-ridden 
member of the club who loved the 
game of baseball. “You won’t have 
to get donations,” said Mr. Parks. 
“T'll give him a radio.” A few days 
later a member of the Miami Radio 
Club walked into the store and bought 
a $175 Zenith radio. 


A business acquaintance of H. G. 
Parks told this reporter that at Christ- 
mas time the friendly owner of the 
Parks Appliance Company called up 
the presidents of welfare societies of 
all the churches in his community and 
asked each one to send in a list of 25 
families who would need a food basket. 
He bought 200 baskets costing $3 each. 

The children of this old community 
have a personal acquaintance with H. 
G. Parks. That’s because he always 
has something to give away. When 










Friend th, 


the boys and girls go trooping off to 
school in September they stop at the 
Parks store to get a pencil, tablet and 
ruler. Marble tournament days roll 
around and the boys drop in for sup- 
plies. March winds give boys the urge 
to fly kites, and they are sure to get 
them here. Baseball is in the air and 
the boys come in for caps. Girls like 
balloons and they find them here. 

Customers and prospects get a per- 
sonalized service. He writes or has 
written all business letters in long 
hand. “We got rid of our typewriter,” 
he remarked. “When you get a typed 
letter, what do you do with it? If it 
is written in ink, do you throw it away 
without reading it?” 

When H. G. Parks encounters sales 
resistance, he uses common sense argu- 
ments. He was demonstrating refrig- 
erators to a prospect and he suggested 
a model retailing at $244. ‘What, 
pay $244 for an ‘ice box?’” said the 
prospect. “Not me.” 

Asked if he owned an automobile, 
prospect said he did, paying $900 in 
cash for the car. “And you won't pay 
$244 to protect your family,” expostu- 
lated Mr. Parks. “That’s too much 
money,” the prospect said. 


R. Parks presented figures on 
M automobile costs and contrasted 
them with the savings possible from 
owning a proper size refrigerator. The 
prospect bought the $244 refrigerator. 

“We do not ask a prospect to buy 
anything when we call at her home 
on a canvass,” explained Mr. Parks. 
“We tell her we have something 
our store which we would like for her 
to see. Not until she comes to the 
store do we give her a sales talk.” 

The presence of eight or ten stores 
all selling major home appliances ™ 
the Carondolet area is viewed as a 
asset. “The buyer will shop around 
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H. G. Parks of 
Carondelet, Mo. finds it 
pays dividends in new 


appliance business 


By Howard Barman 


he | own 


in our community to see all the lines.” 
said Mr. Parks. “If there were only 
several appliance stores around here 
the prospect would go elsewhere to 
see all the other lines and probably 
buy there.” 

Parks customers are given three 
plans in which to make their payments. 
Money can be sent in self-addressed, 
stamped envelopes furnished by the 
store; or a collector will call at the 
home, or the consumer may call at the 
store to make payments. He makes 
the carrying charge 54 per cent which 
is under the usual rate on time pay- 
ment costs. 

His electric cookery sales method 
this year is to spot an electric range 
in selected neighborhoods. The owners 
of the first electric ranges in a block 
will do the pioneering for electric 
cookery and the company that made 
the sale, he remarked. 

Another Parks activity is the spon- 
soring of community soccer and soft 
ball teams. 

The element of display dominates 
the Parks store. The display stands 
are white trimmed in black. The re- 
frigerators, ranges home laundry 
equipment and radios are illuminated 
indirectly by lights concealed in a 
streamlined canopy. 

H. G. Parks got his first selling ex- 
perience when he went with the elec- 
tric refrigerator department of the 
Grimm Motor Company in Carondolet 
in April, 1933. The following year 
the young salesman bought the four 
refrigerator samples at the Grimm 
Company on a floor finance plan and 
Went into business for himself. While 
his wife watched the store, he went 
out calling on prospects. He developed 
his technique of selling and making 
friends in 1935, and he vigorously ap- 
plied his methods in 1936 with the 
result that sales were tripled. 
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Automatic Toa sters at Popular Prices. 




















The De Luxe Automatic 
No. E7822 


America’s most beautiful, most dependable 
Toaster! Simplicity itself. Completely au- 
tomatic. The bread can’t burn . . . because 
thé Selective Toast-Minder “‘watches” the 
toast and removes it automatically the mo- 
ment it’s ready. Toasts both sides of two 
slices just as wanted, Full Chromium Finish. 


A New Low Price for a 
New High in Fall Sales 
WAS gant 











The Bell Signal —> 


Rings the bell when toast is ready and at 
the same time reduces heat to only serving 
temperature which keeps toast warm until 
bread rack is manually opened. Fast, toasts 
two slices at same time. Adjustable for light, 
medium or dark toast. Chromium Finish. 


It keeps you posted when 
bread is toasted 


No. E7122 $995 
LIST 











Toaster sales increase during the Fall Months—yours can be doubled 
by featuring these new UNIVERSAL'S which challenge the field for 


QUALITY — BEAUTY — PERFORMANCE 
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@® Style! Beauty! Performance! Price] 
Never have you seen such a brilliant 
line of cleaners in such a popular range 
of prices. 


We now make it possible for you to 
feature one line, concentrate your ad- 
vertising and sales efforts only on 
Eurekas and yet be able to meet the 
demands of all classes of buyers as to 
models and prices. 


The marvelous new Eureka Model 
“G-2,” retail price $44.75, can be sold 
in combination with the powerful $15.75 
Eureka Junior hand cleaner at the 
popular retail price of $49.75. This sen- 
sational offer will be featured by most 
of the large utility companies in their 
Fall activities. 


Request Catalogue and merchandising 
portfolio at once. Wire or mail coupon 
to the Factory. 


EUREKA VACUUM CLEANER CO. 
DETROIT, MICHIGAN 


Announcing the great 
Wlaitldless Beatty - 


World Famous Eureka Quality 
at Amazingly Low Cost 


in the new 


MODEL “‘G-2” 


a4" 


A motor-driven brush is com- 
bined with powerful suction 
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it! new Eureka Line 


Models “R” and “M” feature brilliant built-in “Searchlite,” two-speed 
motor, radio interference eliminator, dust proof bag of new design 
_ and a new style motor-driven brush combined with powerful suction. 


PO Roe & 
OP ge ee were 


IT's NEW! AMAZINGLY SIMPLE! MAIL COUPON TODAY 


FIN ANCE PLAN now makes it EUREKA VACUUM CLEANER CO., DETROIT, MICH. 
The new 


arry @ substantial C] Please f d catal with discounts and particul 

ible for Eureka — rt investment. Per- new Merchandising Plan. eres a a 

ao k without! 4 gle payments (] We desire information on the new Eureka Finance Plan 

wee stoc DEALERS to sell on en * ditional 

mits UREKA ” ing charges Wire or Dealer___ 

etain all “carry —no reserves. WITS 

~-. No discount chet particulars. No obligation. Address__ 
e for 

mail coupon atone 


City. 
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ERE’S the new Edison MAZDA lamp “buying sign”. Edison MAZDA lamp 


agents, will receive one of these emblems printed in orange, blue and 
silver in the form of a door or window transparency. It also appears in 


General Electric’s lamp advertising in leading magazines this fall. 


As soon as you receive yours, stick it on your store window or door. It will 
readily identify your place as headquarters for Edison MAZDA lamps. . . serve 
as a connecting link with the national advertising . . . and bring more cus- 


tomers into your store to buy more Edison MAZDA lamps. 


They Stay Brighter Longer 


EDISON MAZDA LAMPS 
GENERAL (§é) ELECTRIC 
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That 
“MAGIC KEYBOARD” J 


Meeting 


Some more shots from the Stewart-Warner 


Convention in Chicago 


John F. Ditzell, Stewart-Warner execu- C. C, De Wees had plenty to say about 
tive, comes out to make a talk. advertising and sales promotion. 





R. S. Brunhouse, Frank Hiter and John F. Ditzell get - That's R. G. Dorrance of the Brown-Dorrance Co., Here's lunch group which includes W. A. Biel and 
in some serious conversation over the lunch dishes. Pittsburgh distributors, presiding over his group. T. E. Bulton of the Saginaw, Mich., distributors. 





Price announcements on the new Stewart-Warner The line presented at the show was given close W. R. Cantrell and Raymond Miller of Luther 
line brought applause from the audience of inspection by distributors. Hardware, Des Moines, la., check up on one of 
distributors, the S-W sets. 


R. S. Brunhouse goes over some of the ' j 4 weg a ae Frank A. Hiter, vice president and gen- 
features of the “Magic Keyboard” for 2 eral manager, in action at the Stewart- 
the benefit of S-W distributors. % 7 2 Warner convention. 








Cold Canvassing MEANS 


West Side Store—reading from left to 
right—Harry Van Cleve, E. W. Savitz, 
Sales Manager in charge of Washers & 
lroners, Miss Helen Nelson, Richard Bren- 
necke, Miss Helen Freiheit, A. J. Von 
Klein, Miss Margaret Sullivan, C, F. Paul- 
son, Roy Maule, D. D. Marks, Sales Man- 
ager in charge of Refrigerators and 
Ranges, Robert Smith, George Cedar- 
quist, H. A. West, Proprietor, W. L. 
Bowden, General Manager. 


East Side Store—reading from left to 
right—James Wareham, E. S. Cobb, Deo 
Palmer, Walter Alphonse, R. C, Mat- 
thews, H. P. Kelley, Branch Manager, 


Raymond De Ment. 


H.A.WEST CO. 


FRIGIDAIRE | 


HE H. A. 


West Company of 
Portland, Ore., does no adver- 
tising in the accepted sense of 


the term. You will not find its name 
in any of the local papers; you will 
see no billboards advertising its prod- 
ucts; you will receive no literature 
from it direct by mail. 

But if you engage in conversation 
with a citizen of Portland on the sub- 
ject of electrical appliances, you will 
find that there is apt to creep into the 
discussion some mention of the H. A. 
West Company. Practically every one 
contemplating an electrical purchase 
of importance knows the store; an im- 
portant proportion of those actually 
buying make their purchases from it. 
The business has a record of increas- 
ing sales over a long period of years. 
For the four years since 1931, while 
most firms have been suffering set 
backs, this concern has gone uniformly 
ahead, the books showing for each year 
a volume almost exactly 40 per cent 
greater than that of the preceding 
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Personalized Advertisin 


‘ 


year. Curiously, in spite of changing 
price levels, this percentage increase 
holds good for both the number of 
units sold and for dollar value. This is 
probably due to the gradually chang- 
ing character of the business, which, 
once almost exclusively devoted to re- 
frigeration, has had other major ap- 
pliances added and now _ stresses 
ranges, washers and ironers as well. 

The answer, according to Wm. L. 
Bowden, manager of the company, is 
cold canvassing, which he regards not 
only as a proved method of building 
business, but as the finest form of 
advertising. Portland citizens know 
the West Company because they have, 
most of them, met one of its repre- 
sentatives at their own front door. 
And they have been told the story of 
its service int terms of their special 
need as sensed by the alert salesman 
face to face with his prospect in her 
own environment. 

So completely does Mr. Bowden be- 
lieve in this personalized form of ad- 


vertising that he has figured the 
amount which would ordinarily be 
expended on newspaper and other pub- 
licity and has added this to the com- 
missions of his men in the field. There 
are some twelve or thirteen active 
salesmen, most of whom handling the 
entire line, although of course each 
man has his specialty in which he is 
most successful in making sales. In 
addition, each department has its su- 
pervisor, a specialist in this particular 
appliance. He, too spends his time in 
the field (except, of course, for the 
floor schedule which each salesman is 
compelled to observe). He assists in 
the training of new salesmen and his 
assistance is available without charge 
to any man who desires help in clos- 
ing a sale. This gives the man who 
comes up against an obstacle in the 
form of a first refusal a new opening 
and a chance to start again from a 
fresh angle by bringing in the spe- 
cialist in that particular appliance and 
the “head of the department.” 





















Turnover in the sales force is very 
small, once the man has survived the 
initial trial period which lasts about 
three months. If he last longer than 
this critical time, he usually stays with 
the company. Except that other firms 
needing a department manager have 
more than once turned to the West 
organization for their material,— 
which promotions are welcomed in 
good part, as a legitimate advancement 
for a good man. New men are put 
through a strict training course. They 
are started with the electrical refriger- 
ator and are made familiar at once 
with the “visible” talking points. Next 
follows a regular course in salesman- 
ship, and also lessons in the particular 
appliances and makes which the firm 
handles. Lantern slides furnished by 
the various manufacturers are of great 
value in this educational period. The 
new man is then placed on the sales 
floor where, for a few days, he prac- 
tices his new knowledge on store cus- 
tomers. Then the supervisor of one of 
the appliances (probably first the re- 
frigerator) takes him into the field, 
watches him at work and helps with 
suggestions. From this time on he is 
on his own, although, of course, he 
always has the privilege of asking for 
advice and assistance in making a dif- 
ficult sale. 

Sales meetings of the entire staff 
are held from time to time, whenever 
there is anything special to bring up. 
Mr. Bowden does not believe in regu- 
lar meetings, which are apt to fall into 
a routine. But perltps once a week 
the salesmen are called together at 7 
o’clock breakfast. The meeting starts 
at 7:45 and is over in time for them to 

(Please turn to page 90) 
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Here’s the fuse that lights when it blows! 








Now ...a@ fuse with “plus” sales appeal... really new 
and different. The INDICATOR 6 MULTIPLE PLUG FUSE is 
the only fuse on the market with six lives and the ex- 
clusive Sentry Light. 


No need to grope in the dark wondering which fuse 
blew! When Indicator 6 Fuses guard circuits, a neon 
Sentry Light glows the instant the fuse blows. Simply turn 
the shock-proof handle one notch to the right... the 
Sentry Light stops glowing . .. and you have a new fuse. 
Every Indicator 6 Plug Fuse has six lives .. . remains right 
in socket until used six separate times. 


Here’s a great opportunity for profit-wise dealers to 
step-up volume and sales with the sensational new In- 
dicator 6 Plug Fuse! It's a “natural” sales builder. A 
market leader that customers want to look at—demon- 
strate themselves—and buy. Backed by complete adver- 
tising and merchandising support. Your order for each 
assortment of 25 Indicator 6 Plug Fuses brings you a sure- 
fire display card and PUTS $3.50 CASH PROFIT IN YOUR 
POCKET. 


the only multiple plug fuse that 


GLOWS WHEN IT BLOWS— PREVENTS BURNS 
AND SHOCKS—HAS SIX LIVES IN ONE — 
RENEWED WITHOUT REMOVAL FROM SOCKET 


Order direct or from your Wholesaler today 


INDICATOR 
CORPORATION 


32-36 Green Street Newark, N. J. 
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INDIEPTOR 


Multiple Plug Fuse 


With the SENTRY LIGHT 


HAS SIX LIVES! 
Sells Over the Counter at Sight 








SENTRY Ligut 


INSTANT A 
i More eon DETECTED cmves vec THE RIGHT 
. ~l Twhich fuse eta, ; A NEW Fuse; 
dark ""®  Stoping in the notch o sae handle one 
¥ Sere tisk of sh “ae 'Sht goes 
TET tak ang gt te 
man? Walling fice Service hs _ Fuse has six lives 





CLIP AND MAIL TODAY 


DEPT. 101, INDICATOR CORPORATION 
32-36 GREEN STREET, NEWARK, N. J. 


Gentlemen: 


C] Send me full details on Indicator 6 Plug Fuse and general fuse 
line 


Send me at dealer’s cost .......... assortment(s) of 25 Indicator 
6 Plug Fuses with dispslay card 
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nas ADULUX rinisn 


REG. U.&. PAT. OFF. 


Another Reason Why this Whiter, 
More Durable Finish Helps Step Up 
Refrigerator Sales 





NY1HING that saves work is mighty popular 
with housewives. 

And that’s one reason why refrigerators finished 
with Du Pont DULUX are proving so thoroughly 
satisfactory to millions of women. 

For DULUX is so easy to keep clean. 

Dirt, food stains, household oils and greases van- 
ish at the first gentle touch of soap and water. 

More than that, DULUX is whiter. And it 
stays whiter! It keeps its original fresh sparkle 
an amazingly long time. It laughs at bumps, knocks 
and plain everyday hard wear. It gives refriger- 
ators a real plus value. 

Small wonder that today nearly 4,000,000 mod- 
ern refrigerators gleam with DULUX! It’s the 
finish women know saves work. It’s the finish 
manufacturers know women want. It’s the finish 
so many dealers are featuring in their selling. 
They’ve found that DULUX helps them sell re- 
frigerators faster. 

Let DULUX help you in your selling. Point 
out the advantages of this outstanding finish to 
your customers. Show them the famous blue and 
silver DULUX seal on your DULUX finished re- 
frigerators! E. I. du Pont de Nemours & Co., Inc., 
Finishes Division, Wilmington, Delaware. 








OU PONT l) | LUX Se W/; Leilern Kefrige 200? Sin ishe 
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TOPS THE FIELD... BETTER DESIGNS, BETTER 


M472 ADVERTISING, BETTER DEALER CO-OPERATION 











CORONADO, Mode! No. 3F7!. 


- Brown mahogany with Prima Vera 
Gold-colored metal bezel. Ideal for wood side flutings.White and cream- 
desks, tables, 


colored dial. To retail 
cases. 6!/2” high......... at $6.75 















OLYMPIC, Mode! No. 4879. Mod- 
ern wood case with Burma Padouk 


LIDO, Model No. 4F75. Charmin 
lass clock in either blue or blac 
wet y Mente = od case. Sim- 

ulate oisonne-finishe 

dial. Retail price....... $6.95 


STATESMAN, Model No. 4H8I. 


NOCTURNE, Model No. 7F75-L. An 
Fine case of white Pedrara On 


attractive luminous alarm. Satin- 
jold omnes 9 - with 41/2” 
iameter numeral band. 
64" high. To retail at.. $8.95 


conte, $28, ae Kok \ oo~ walnut 
ends. 4'/,” dial. 6%,” high. 
11 5/16” wide. Toretail at $9.95 


a 









SHEFFIELD, Model No. 5853. Com- 
bination quartered-grain Padouk 


front; mahogany sides, to 
and back.» Ii > $12.50 


DOMINO, Model 3H73. A_ low- BUFFET, Model No. 2H07. New 
priced popular clock. Molded kitchen or bathroom model with 
plastic case in black or brown. 31/4,” —_ case in ivory, green, white, 
satin-gold and cream-colored dial. lack or redcolors. 654” high, 6 7/16” 


NASSAU, Model! No. 3F69. Modern 
design in brown walnut, with Burma 
Padouk back and rolls. Numerals 


: .* . age rae 11%” wide local yi eo wane over! Walnut outlined h.. black on white and 
42” high. To retail at wide, only 2!/4,” deep. To Picardy, Model No. 6B05. Same case, 6%” high. To re- cream-colored dial. To 
IE ciisnndiia aniuiicn $2.95 retail at only........... $3.50 design with strike, $17.50. Mss xcdaackeuneos $7.50 OOF Bis chictivedisnas $6.95 


GLOBETROTTER, Mode! No. 8F03. 
The perfect clock for the radio fan. 
an be set to show comparative 





eee 











SPARKLER, Model No. 7F7I-L. New 

luminous alarm, with radium-treated 

ee bt ye a molded 
7F71-LBk. T. tai 

om, © retai $5.95 


t 

Molded ivory case, No. 7F7I-LI, 
$6.50. Gendarme, 7F7|, same 
case without luminous dial, black, 
$4.95. Ivory molded case, $5.50, 


SEVILLE, Model No. 6B03. Strikes 
the hour and half-hour on a spiral 
silvertoned rod. Ripple-grained wal- 
nut case with white holly inlay and 
dark walnut base, top, and back. 


5!” metal dial. Ii',” 

wide. To retail at 5 $17.50 
Congress, Model No. 5B55. Same 
design without strike, $12.50. 


DEAUVILLE, Model No. 4H77. A 
choice clock with either blue or 
black Carrara mirror-finished glass 
case. Light blue dial with blue case, 
black with black case. 7 95 
7” high. Retail price... $ . 


KITCHENGUIDE, Model No. 2F03. 
Wall model for kitchen or bathroom. 
Molded plastic case with Nicral 
bezel. In green, antique ivory, 


white, black or red col- 
ors. To retail at only... $4.95 


PRICES SUBJECT TO CHANGE WITHOUT NOTICE 











SEXTON, Model No. 7H79-L. Out- 
standing alarm value. Moulded plas- 
_ case in black or mottled brown. 
uminous numerals and 

hands. Retail price.... $4.95 
Butler, No. 7H79. Same case with- 
out luminous dial, $3.95. 







































TRIBUTOR 
TO YOUR DIS 
wi ; HIS COUPON se 
, @ Here's the live news of the fall! A brilliant array of striking new designs by Telechron — models ae SEND T eal 
. for every place and purpose — built to attract attention and to sell! This new Telechron line topsthem |_“{_._—/$ ——-——-—" ~~ — pac. 
P all! Designed by foremost designers, they're priced to turn over fast. aaa - 
i i i i i TO_ ¢ your Telechron distribu , 
S And with this new line comes every possible co-operation. Every help you need to sell clocks and (Name of y for the following clocks. piso 
: make money. Remember that Telechron dealer margins are always liberal. And that every clock is GENTLEMEN: Please enter om cad me the ''Telechronicle reguiarly: 
: vet rial, ; 
backed by the famous Telechron trade-mark and guarantee. Telechron is the most experienced pro- free w=" » ; Model oni Color 
ducer and merchandiser of self-starting electric clocks in the country. denen fee 7H79 << 
‘ Get into the swing with Telechron this fall! You'll be carried right along to profit! aie .. vee 3H Color 
Roping Mae TS 
e i e ‘ 
; NATIONAL ADVERTISING i a 
PO CR een | Sh ee ee eee, em te sn a ee | eee e R 
, ® This year, Telechron adver- * .- a Pere sees MOG) TETEL eign” 
| tising in national publications A ou ale “Model TFT e tal... Color... 
ff h Sporn a us -Model pats Color 
F. i tive t¢ ever. Eo onic as d 
; more effective than sve , eee . Model 2rd 
. series of advertisements in =} 0" Coronado .------ +++ Medel 3669 -- 
The Saturday Evening Post, , Nasvetrottor eon .. Model pod 
Good Housekeeping, Life Joo “Statesman snore OS af73 
= ESS 
. and House & Garden, ---Sarthmore spate ene 3F65 : Color 
: aig © ne ws | yA eget pee = aes Eso pth aewoseeee seen 
d powerful 4-color page in The -Airlux (Onyx). ------"""edel 4Fél Beis 
S day Evening Post. M ‘Pharaoh ...----- "" NASdel 4F65 
* aturday Evening Post. More ‘Lunet reeset "Medel as? 
, oii ‘ ONS ae 
than eighteen million selling men Model paid Golor 
"9 impacts this fall alone—every _.Baron ‘Model 8809 
f th di | .. Tribute """ Model 8853 
one of them sending people ; Organizer Model e803 
i ! Seville 
into your store! ‘Congress or See anita + tea. 2 therm We. 706). 
d No. | (Form Ne. 705). Display car : 
Display car ‘ 
~ Display geome 
. circulars 
AND MORE SALES HELPS! Get in touch with the authorized Telechron ee a = A (Form No. 698) (Check circulars ond 
ae : A ; h 
® No angle of selling has been overlooked! New distributor now! He'll give you all the impor- Alarms (For aie (Form No. 699) i quontity desi 
. ' . i] . 
display material, circulars, catalogs, booklets — tant details. And be certain you're on the mail- PRigher priced models ey (Form No. 702) 
nothing has been omitted that will speed up ing list for the ‘Telechronicle’— that bright a | rat coles manual (Form No. 703) 
sales. All this material is colorful, attractive, little magazine that is full of proved merchan- a a ee een! 
arresting. dising ideas. Nome nae 
NOTE: Shown above are only a few of the current Telechron models. Address" 
See your Telechron distributor now for details on the complete line 











WARREN TELECHRON COMPANY, 19 MAIN STREET, ASHLAND, MASSACHUSETTS 
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GENE 





“This one has a G-E motor 
» —that means it's high- 
quality electrically, too.” . 








ie 
$ 


HE’LL buy the one that her judgment tells her is the better 
the one equipped with a General Electric motor. She isn’t 
going to take a chance on a make of motor she doesn’t know when 


one that she recognizes to be high-quality costs her no more. 


Of course, the choice isn’t as easy as that pictured, for two appli- 
ances are seldom so nearly alike. But the fact remains that buyers 
are strongly influenced by the sales voice of quality. Thus, G-E 
motors, because they have a reputation for high quality, give 
prospects added confidence in your appliances—-amplify the voice 
of quality and make selling easier. 


Today, millions of household appliances are equipped with G-E 
motors because these motors are designed and built to give lasting 
satisfaction. General Electric, Schenectady, New York. 


LET G-E MOTORS HELP YOU SELL 





HIGH-QUALITY 
FEATURES OF 
G-E MOTORS 


indestructible rotor—a one- 
piece cast-aluminum rotor 
winding that cannot become 
open-circuited or burn out. 


Resilient mounting—rings of 
live rubber isolate all motor 
vibration. Operation of the 
motor is. almost inaudible. 


Protected windings— stator 
windings thoroughly bonded 
together and treated to resist 
heat, moisture, abrasion, and 
mild acids and alkalis. 


Reliable centrifugal switch— 
positive-acting, quiet, and 
rustproofed for long life. 


070-174 
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NEW YORK E.A. | 


VOTES GAS IN| 


“ASSOCIATED SYSTEM CLOSES 
REFRIGERATION ACTIVITY WITH 





At a special meeting of the Electrical 
Association of New York, Inc. held re- 
cently an overwhelmingly favorable vote 
was given for the inclusion of gas inter- 
ests within the Membership and for a 
change in the name of the Association to 
the Electrical and Gas Association of 
New York, Inc. 

Commenting upon the action taken, C. 
E. Stephens, President of the Electrical 
Association stated: 


“The trend toward rendering gas 
as well as electric service to the 
public and in supplying the multi- 
tudiness appliances for their con- 
venient use through a single source 
has become increasingly evident. The 
consolidation of the local electric and 
gas utilities, the marketing of gas 
appliances by manufacturers hereto- 
fore primarily engaged in producing 
only electrical products,: and the dis- 
tribution of this gas merchandise, as 
a natural sequence, through estab- 
lished electrical distributing channels 
and in turn through established elec- 
trical dealers, is already the practice 
in many cases. There also appears to 
be a distinct tendency for manufac- 
turers of gas products to progres- 
sively engage in the manufacture of 
electrical products and to distribute 
these through their established dis- 
tributor and retailer channels. 

“With the common interests of 
these two industries so closely paral- 
leling each other, it appeared de- 
sirable that the scope of the Electrical 
Association’s activities be broadened 
to better “serve those members al- 
ready interested in both industries 
and those who might eventually also 
extend their present electrical inter- 
ests to also include gas. 

“This is now in prospect, a large 
majority of the members whole- 
heartedly expressing their wishes for 
the inclusion of the gas interests in 
the belief that immeasurable benefits 
will accrue to all members and to 
the public.” 


The Membership of the Electrical and 
Gas Association of New York comprises 
approximately 1,250 manufacturer, whole- 
saler, distributor, contractor, dealer, 
utility and other electrical and gas firms 
located within the . Metropolitan New 
York area. Its officers are: Frank W. 
Smith, chairman of the board; C. E. 
Stephens, vice president of Westinghouse, 
president; A. Lincoln Bush, president of 
Belmont Electric Company, Inc., vice 
President; Charles L. Harold, general 
sales agent of Brooklyn Edison:Company, 
vice president; E. F. Jeffe, vice presi- 
dent of Consolidated Edison Company of 
New York, vice president; J. H. Mc- 
Kenna, eastern sales manager of A. J. 
Lindemann & Hoverson Co., vice presi- 





} 
| 





Evelyn, who plays the violin on GE's 
“Hour of Charm" broadcast, finds a 
hand vac just the thing for dry-clean- 
ing the pup. 





SOUTHERN SECTION 
IAEl, ATLANTA MEETING 


ATLANTA—Featuring a program 
composed largely of interpretations of 
the recently revised National Electric 
Code, the ninth annual convention of the 
Southern Section, International Associa- 
tion of Electrical Inspectors, to be held 
at the Ansley Hotel, Atlanta, Georgia, 
October 4-6, is expected to attract nearly 
four hundred delegates representing all 
branches of the electrical industry. 


Because the entire electrical industry | 


is intensely interested in the new 1937 
revision of the National Electrical Code, 
which includes not only important changes 
in its text, but a complete rearrangement 
and numbering of the sections, this meet- 
ing will assume the proportions of a 
southern electrical industry meeting, and 
invitations are being extended to electrical 
contractors, wholesalers, manufacturers’ 
representatives, and utility personnel 
throughout the South. 





dent; P. Schuyler Van Bloem, president 
and treasurer of Viking Products Corpo- 
ration, treasurer; S. J. O’Brien, presi- 
dent of S. J. O’Brien Sales Corporation, 
secretary; and H. C. Calahan, district 
manager of General Electric Supply Cor- 
poration, Assistant Secretary. Ralph 
Neumuller is executive vice president of 
the organization. 
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68,356 SALES IN 6 MONTHS 


NEW YORK, N. Y.—In a six-weeks, 
whirlwind sales drive, from May 10 to 
June 30, company sales crews of the 
Associated Gas & Electric System sold 
42,926 refrigerators to bring the first six 
months of the year up to 68,356 sales. 
This result was announced by System 
executives in making awards to top sales- 
men in the eighth annual Refrigeration 
Jubilee which closed June 30. 

As a result of the success of the 
Jubilee sales contest in swelling the six 
months total sales, 
an increase of 26,000,000 KWH has been 
effected for the System. Of the total 
refrigerator sales from January to June 
30, dealers sold 53,584 units or about 78 
per cent. 

Companies were divided into two 
groups under the Jubilee contest which 


it is estimated that | 


was designed to “find and sell that other | 


half,” on the premise that “nearly half 
the town families in the System have 
been sold.” 
panies with more than 25,000 domestic 
electric customers, and Group B those 
companies with less than 25,000. 

In addition to three prizes being offered 
to salesmen for the best sales records in 
refrigerators, first, second and_ third 


Group A included those com- | 


prizes were offered also for the best com- | 


bination sales records; that is, sales of 
electric ranges or water heaters in con- 
junction with refrigerators. 

Georgia Power and Light Company, 
with headquarters at Valdosta, Georgia, 
which does no direct merchandising, co- 


operated with its dealers to win the Presi- | 


dent’s trophy for the greatest sales in 
the company dealer division. This Georgia 
division was responsible for sales of 802 
units, amounting to 229 percent of its 
quota. 

In the individual prize money for re- 
frigerator sales in Group A companies 
were H. W. Crowell of New England 
Gas and Electric Association who sold 
96 units in six weeks to win first prize 
of $25. J. Lester and H. H. Haskins, 
also with New England properties, won 
second and third prizes of $15 and $10 
for sales of 63 and 60 units, respectively. 

In Group B, first individual prize 
money went to C. F. Sweeney of the 
Eastern Shore Public Service Company 
for selling 84 refrigerators. A. G. Mit- 
chell and C. R. Torbert, also of this 
company, with 56 and 55 units to their 
credit took second and third prizes re- 
spectively. Cash prizes were $25, $15 
and $10 to win, place and show. 

In the combination electric sales con- 
test, the following three Florida Power 
Corporation men took first, second and 
third prize money respectively: R. 
Piper, G. D. Fraser and A. J. Keesler 
On the basis of 2 points for every range 
sale, 1 point for refrigerators and 3 


} points for water heaters, the tallies were 








A. E. Ward, campaign manager in 
Associated's Refrigeration Jubilee. 


as follows: Piper, 241; Fraser, 212 and 
Keesler, 180. 

Another feature of the Jubilee was the 
“Sleuth and Rookie” contest designed to 
bring low-ranking salesmen of the previ: 
ous year up into the class of top sales- 
men. Each rookie was given an over- 
sized pair of flat-foot brogues of which 
he endeavored to rid himself by increas- 
ing his weekly sales to a point where he 
was made a “sleuth.” 

The following is a list of the ten top 
men in refrigerator sales as well as the 
first ten salesmen in combination sales: 


10 Top Salesmen in 
Electric Refrigerator Sales 


Units 
H. W. Crowell, New England 96 
C. F. Sweeney, Eastern Shore 84 
J. Lester, New England 63 
H. H. Haskins, New England 60 
A. G. Mitchell, Eastern Shore 56 
C. R. Torbert, Eastern Shore 55 
R..W. Holly, Ohio-Midland 54 
C. Wilsea, Eastern New York 49 


M. R. Bruen, Eastern New York 47 
P. H. King, Virginia Public Service 44 


10 Top Salesmen in 
Combination Electric Sales 


——Units—-— 
Refrig- Water Total 
Ranges erators Heaters Points 


R. L. Piper, Florida Power..... 13 14 #67 = 241 
G. D. Fraser, Florida Power.... 15 56 59 #212 
A. J. Keesler, Florida Power... 12 12 48 180 
H. W. Crowell, New England... 14 96 3 133 
C. F. Sweeney, Eastern Shore.. 8 84 2 106 
K. W. Brown, Binghamton.... 20 15 15 100 
A. G. Mitchell, Eastern Shore.. 13 56 5 97 
H. W. Woolf, Virginia Pub. Ser. 16 37 8 96 
C. R. Torbert, Eastern Shore... 10 55 7 96 
Joe DuBois, Tide Water....... 18 37 7 94 
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APEX WINDOW 
CONTEST 


Above is A. T. Roeder (left) Display Di- 
rector of William Block Company, In- 
dianapolis, Indiana, department store, 
being awarded a check for $100 as first 
prize in Group | in the recent National 
Apex Window Display Contest. Making 
the award is R. J. Ford (right) Apex 
District Manager, Indianapolis. hown 
with Roeder and Ford are (left center) 
J. E. Lawrence, Appliance Department 
Manager, and (right center) Carl Spiess, 
Merchandising Manager. The window 
trimmed by Roeder was chosen for first 
prize in the department and large furni- 
ture store group, 


T. J. Simmons (right) Manager, The 
Apex Store, Kalamazoo, Michigan, re- 
ceives his check for $50 as first prize in 
Group 2 in the recent National Apex 
Window Display Contest. Walter Wasi- 
nack, Apex District Manager, Kalamazoo, 
presented the check. Simmons’ window 
was chosen best in the specialty appli- 
ance and small store group. Over 1,000 
windows were entered in the nation-wide 
contest. 





$2,000,000 APPLIANCE 
SALES BY CHRISTMAS 


Rocky Mountain Braves Set for Battle 


DENVER—Under the command of 
Chief Guy W. Faller, fuel for the Council 
Fires has been gathered and ground 
cleared for pitching the teepees of mem- 
bers of the Kee-Lo-Watt tribe (Rocky 
Mountain Electrical League), for their 
iuinual pow-wow, Estes Park, Colorado, 
September 13-15. The Council Fire de- 
liberations will be in charge of conven- 
tion Chairman John E. Loiseau, chief 
medicine man and other experienced war- 


rs, 


Before the smoke of camp fires of the | 


assembled 
lave 


braves dies down they will 
planned an unprecedented massacre, 
with every buck and many of the squaws 
participating. 

The massacre will take the form of a 
savage attack on all previous appliance 
sales records and load-building attain- 
ments. Not one prospective customer in 
Colorado, New Mexico, Wyoming and 
the Black Hills of South Dakota will be 
spared between the convention and Christ- 
mas day. Instead, every home will be 
ruthlessly invaded by the forces of ad- 
vertising, every ear will be assailed by 
radio, in a promotional campaign that 
will require the combined efforts of six 
yf the tribe’s ablest warriors and their 
followers. These veterans of many simi- 
lar, but lesser, campaigns, are Gaylord 
B. Buck, John J. Cooper, Herb Names, 
Ernest E. Brazier, Ross H. Adams, R. Y. 
Chedister and Frank R. Jamison. They 
head the committees of 


he organization 


PAGE 52 





which will be in charge of the program 
that, according to League Manager 
George E, Lewis, will entail the coordi- 
nated expenditure of more than $100,000 
in the Rocky Mountain area to attain a 
goal of $2,000,000 in appliance sales. 
Hundreds of dealers, utilities, distributors 
and manufacturers, many of which have 
already pledged substantial financial sup- 


port, will participate. 





FINANCE COMPANIES SHORTENING 


PAYMENT TERMS ON APPLIANCES 


CHICAGO—“The movement toward a | 


strengthening of instalment credit terms 
which has been manifested during recent 
months in the automobile trade is now 
making itself felt in the appliance field,” 
said John R. Walker, executive vice 
president of the National Association of 
Sales Finance Companies in Chicago to- 
day. 

“The first important financing agency 
to announce a shortening of terms ap- 
plicable to instalment purchase contracts 
covering mechanical refrigerators and 
household appliances was the Bank of 
America, which operates throughout the 
state of California. 

“During the past few days one after 
another of the large national finance 
companies, as well as numerous regional 
and local companies, have announced 
similar action or the intention of taking 
similar action in the immediate future. 

“It may now be stated definitely that 
by September Ist C.1.T., Commercial 
Credit, GMAC, Redisco, and General 
Electric Contracts Corporation—that is 
to say each of the finance agencies oper- 
ating nationally in this field—will have 
fallen into line with the movement. 

“Terms on mechanical refrigerators, 
ranges, and water heaters are being 
shortened from a maximum of 36 months 
heretofore prevailing to a maximum of 
30 months. 

“Terms on dishwashers, ironing ma- 


| chines, space heaters, and washing ma- 
| chines are being shortened from a maxi- 
| mum of 36 months to a maximum of 24 
| months; while terms on vacuum cleaners 


and household radio sets are being short- 
ened from a maximum of 24 months to 
a maximum of 18 months. 








| 
| 
} 
| 
} 


“The greatest shortening of terms ap- 
plies to contracts covering combination 
purchases which heretofore had been per- 
mitted to extend to a maximum of 48 
months, but which henceforth will be 
limited to the maximum term applicable 
to any item in the combination purchase 

“An important change is also being 
established with respect to the ‘Down 
Payment.’ Heretofore purchase  con- 
tracts have been accepted without any 
down payment. Henceforth a minimum 
down payment of $5.00 or 10 per cent of 
the cash price, whichever is the larger, 
will be required. 

“This action by the sales finance com- 
panies has been stimulated by the resolu- 
tions regarding instalment terms recently 
adopted by the National Retail Credit 
Association, the National Retail Dry 
Goods Association, and the National Re- 
tail Furniture Association. 

“Its underlying motive, however, springs 
from a conviction on the part of the 
finance companies and appliance 
manufacturers that the extremely liberal 
instalment terms established at the low 
point of the depression to stimulate trade 
revival are no longer necessary to main- 
tain a satisfactory sales volume.” 





NEWA Meeting at Cleveland 
Oct. 18-21 


The Semi-Annual Convention of the 
National Electrical Wholesalers Associa- 
tion will be held at Hotel Cleveland, 
Cleveland, Ohio, October 18-21, 1937. 





SILEX ON THE JOB 





There's no mistaking the sales-message of this trailer of the Silex Company, makers 


of coffee-makers. 


Made to resemble a coffee-shop, it contains all models. 





And here are the sales representatives of the Silex Company gathered for their 1937 annual convention, conducted 
by R. E, Arnold, general sales manager. Biggest ad campaign in history was announced by Frank Wolcott, president. 
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SAMPSON ELECTRIC 
HOLD SUMMER 
JAMBOREE 


CHICAGO—Sampson Electric. Com- 
pany, Norge Chicago distributor, staged 
its annual summer time jamboree recently 
at the Stevens Hotel. Fifteen hundred 
Norge dealers and salesmen, their wives 
and sweethearts, and Norge department 
representatives from Detroit attended the 
aiternoon session, and some 2500 were 
guests of the distributing company at the 
evening banquet. 

The afternoon meeting- was devoted to 
speeches by factory department heads. 
Norge speakers included R. S. Beale, 
sales manager of tne heating and air 
conditioning division; E. R. Bridge, sales 
manager of the washer and ironer di- 
vision; R. E. Densmore, general field 
manager; N. M. Forsythe, Norge 
Regional Manager; W. C. Rowles, sales 
manager of the commercial division. 

Guest speakers were A. E. Bottenfield, 
president of the Norge Company of 
Missouri, St. Louis Distributor; David 
Burke, president of Radio Distributing 
Company, Detroit, and G. E. Stedman, 
vice president in charge of market plan- 
ning, The Cramer-Krasselt Company, 
Milwaukee. 











BLACKSTONE HAS CASH 
FOR GOOD IRONER 
WINDOWS 


JAMESTOWN, N. Y.,— Blackstone 
Manufacturing Company, Inc., 


nection with their current Summer Ironer 
Campaign. Dealers must use the win- 
dow display material which has been 
prepared by the Blackstone Mfg. Co. 
yut may elaborate on it if desired. Win- 
ners will be selected on the basis of at- 
tention-value, sales effectiveness and at- 
tractive appearance. Contest entries are 
made by submitting a photograph of the 
dealer’s window. 

Complete details may be secured by 
writing Blackstone Manufacturing Com- 
pany, Jamestown, N. Y. 





NEW OGDEN BRANCH 


The Schoss Electric Company, which 
already has stores in Brigham, Tremon- 
ton and Milad, Idaho, recently opened a 
shop in Ogden, Utah, with a celebration 
which was attended by about 1,400 
people. The store holds successful iron- 
ing demonstrations every Saturday, which 
attract numerous housewives. Fred 


James- | 
town, N. Y. have announced a window 
display contest with cash prizes in con- | 











Schoss is in charge. 





“HOME THAT GROWS” FOR 
MODERATE INCOME FAMILIES | 





Part of the crowd that gathered in Pittsburgh to see the opening of the "Home 


That Grows.” 








It is a good example of low-cost housing. 


A complete electric kitchen and a complete planned laundry are standard in the 


"Home That Grows.” 


Dedicated to families of moderate in- 
come, a four-room, white painted brick 
dwelling has been built near Pittsburgh 
as an example of low-cost housing con- 
structed oi new and modern materials and 
incorporating complete electrical facili- 
ties. Called the “home-that-grows,” be- 
cause the owner would find it easy to 
add more bedrooms to the rear, or to a 
second story top. 








The kitchen may be seen above. 


A flat roof, economical in cost, saves 
space otherwise lost by using the sloping 
type. It is well insulated to prevent 
heat loss in winter and heat infiltration 
during the summer months. 

The “home-that-grows” has an elec- 
trically planned kitchen and laundry, 
complete even to an automatic dishwasher. 
The work table surface in the kitchen is 
finished in light blue Micarta, a lami- 








Lloyd Shawber, manager of home laundry equipment sales for Westinghouse, is almost dwarfed in this picture 


which shows the entire new “White Line” 
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in Mansfield, O. 


1937 


of washers and ironers announced at a recent one-day convention 








| nated molded material developed by West- 


nghouse engineers as a decorative veneer 
= resists moisture, acids, alkalis and 
oils. 

The living room is 20 feet by 11 feet 
| six inches, with circular bay at one end, 
forming a Dinette. Glass brick, which 
admits light, forms the circular walls of 
the Dinette. As the Dinette is used but 
a few hours a day for meals, this space 
can be occupied as a living room at all 
other times. The fireplace mantel is 
light green Micarta, adding distinction to 
the room. 

The complete electric planned laundry 
is bright and cheerful, the logical ar- 
rangement of the equipment economizes 
steps and physical fatigue. It is so 
arranged to give the housewife a produc- 
tion line working surface for the clothes 
to follow. From the time the clothes 
come down the chute, to the laundry, 
they follow logical steps of progression, 
through to the ironer. Bins replace the 
old unsanitary and tiresome method of 
sorting the clothes on the floor to elimi- 
nate strained and aching backs. 

The recreation room, 19 feet by 8 feet, 
is directly beneath the living room. It 
has a wood-burning fireplace, colored 
cement floor, which may be waxed for 
dancing, and is equipped with a horse- 
shoe bar. 

A Nofuze Load Center is installed in 
the laundry which eliminates the need of 
replacing fuses when a short circuit or 
overload occurs in the electrical wiring 
in the home. 





Rutenber to Re-design 


MARION, IND.—The Rutenber Elec- 
tric Company, manufacturers of “Marion” 
electric ranges, have retained Grover J. 
Daly, industria! designers of Glencoe, IIl., 
to re-design their lines of appliances, ac- 
cording to a recent announcement. 





NEW KELVINATOR COM- 
MERCIAL DISTRIBUTORS 


DETROIT—Among recent distributor 
appointments for Kelvinator’s line of 
commercial products are thirteen organ- 
izations of New York, Illinois, Texas, 
Wisconsin, Ohio, and Connecticut. The 
announcement of these new distributor- 
ships has been made by J. A. Harlan, 


Commercial Division sales manager of 
Kelvinator Division, Nash-Kelvinator 
Corporation. 


New distributor in the city of Chicago 
is Murphy & Miller, of 1331 So. Michi- 
gan Avenue. 

New York State distributors given 
commercial franchises included Valley 
Station, of Adams; A. K. Storie & Son, 
of Gouverneur; Lowville Electric Shop, 
of Lowville; W. J. Drake, of Moira; 
Fred W. Gilroy Sales, of Ogdensburg ; 
C. H. Brooks, of Pulaski, and Curtis- 
Shearn Music Inc., of Watertown. 

Other firms, also receiving various 
commercial franchises, included Dittlinger 
& Dare, of Robstown, Texas; Refrigera- 
tion Sales & Service Co., of Green Bay, 
Wisconsin; J. J. Stangle Hardware Co., 
of Manitowoc, Wisconsin; Centr] Elec- 
tric Service Co., of Bridgeport, Conn. ; 
and Robert Martin, of Ripley, Ohio. 





Duro-Test Lamps in New Plant 


NORTH BERGEN, N. J.—Duro-Test 
Corporation, independent manufacturers 
of incandescent lamps, who figure promi- 
nently in the manufacture of 1,700,000,- 
000 bulbs sold annually, announces it will 
assume occupancy this week of its new 
plant in North Bergen, N. J., construc- 
tion of which has just been completed. 

The four-story modern brick building, 
consisting of 50,000 square feet of space, 
is an example of architectural designing 
especially suited to the needs of the in- 
dustry. 
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A new and complete line of 
Vacuum Cleaners — led by 
the exciting new Westing- 
house Deluxe Cleaner. 


A new setup for retailers 


a with a REAL PROFIT and 
A NEW PACKAGE for ee a fast-action, tested promo- 
the Westinghouse Adjust- £ tional plan. 
o-matic Warming Pad — ‘ : 
a handsome, plaid Knit- Get the details 
ting Tube, sure to be a 
“must” item on many a 


now, from your 
shopping list. Ny. i Westinghouse 


representative. 


Westinghouse © 











“8 pages of money and timesaving information 
#o the Home Laundry — tested for accuracy, 
ought by housewives everywhere. There is no 
nook Just like it, particularly to bring in washer 
ad oner prospects... Put it to work on your 
Laundry Equipment selling program. 


THIS BOOK wees 
WASHER AND IRONER 


The Westinghouse Proving Kitchen Program gives you 
the most powerful sales material you can get — FACTS! 
FACTS! FACTS! ; 

Retailers are proving the greater effectiveness of this 
kind of selling every day. They are selling faster and 
faster, and at lower sales cost. 

Ask for these facts. 





. a 
Beauty 


WASHERS ¢ IRONERS 








YOU NEED 


TO MAKE MONEY 


American Beauty, styled to lead competi- 
tion, built to eliminate servicing, engi- 
neered to do a BETTER JOB of WASHING 
CLOTHES, with exclusive features easy to 
demonstrate, is sold on a non-forcing fac- 
tory policy you'll like. American Beauty 
gives really big returns for sales effort 
because: 


1 Exclusive, easily shown features 
quo4 appeal to modern women. 


Factory policy recognizes the im- 
jai 2 portance of distributor - dealer 


profit in the sales picture. 


New TRIPLEX agitator 
washes full depth of 
the tub It's easy to 
show the superior wash- 
ing action 


Easy Touch" SAFETY 

Wringer with Feather 
Touch release. Stops 
and frees BOTH rolls 
nstantly 


GETZ WASHER CO.".ne = 


eT Eee 





BUFFET ENTERTAINING BOOKLET 
TO HELP SMALL APPLIANCE SALES 


Electric roaster, beverage mixer and toaster make a good combination for 
midnight snacks says the buffet entertaining booklet. 


And they call this the "bride's electric shower". A two-compartment casserole 
and a coffee urn set take care of a delicious lunch. 


There's creamed chicken in the casserole, and waffles come out of the waffle 
iron at t'other end. Then there's coffee. Simple as ABC. 
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NEW YORK—There’s nothing small 

about this small appliance business except 

5 the name. In our annual statistical issue, 
we showed that small appliance sales had 

reached an annual volume of $56,000,000, 


and this year the various items are 
registering sales gains anywhere from 
15 to 75%. This is due to several things, 
among which are 
1) People have more money to spend. 
2) There’s a greater variety of finely 
Appliances are becoming increas- 


4 


] 


styled and more attractive products. 
ingly important in the gift market. 
Utilities are more alert to load 
building in the higher rate brackets 
by means of small appliances. They 
also assist materially in building up 
the unprofitable minimum bill cus- 
tomer. 

Informal buffet style of entertaining 


offers greater variety of uses for 
small appliances. 


4 


on 
— 





trend, are saying “Do It Electrically”— 
and why not? 

One look at their attractive, 32-page 
book, “Electrical Buffet Entertaining”, 
around which their Fall promotion is 
built, will convince you that there’s a 
world of gold in “them thar buffet en- 
tertaining hills”. 

r Fae Huttenlocher, associate editor of 
Better Homes and Gardens magazine, 
and a recognized authority on table set- 


ting and table arrangement, has done a 
grand job of combining appropriate elec- | 
trical appliances with silver, china and | 
glassware, and the result is 15 beauti- | 
iully set tables and buffets, with a great | 
variety of appliances and a greater va- | 
riety of suggestions for their uses. There | 
are intriguing suggestions and menus for 
each style of serving, and a host of recipes 
done with small appliances, from “The 
eS 


The Electrical Housewares Committee 
4 of E. E. I. alive to the possibilities of 
cashing in on this buffet entertaining 


that will whet your appetite, and it’s all 
Table That Thaws Formality” through 
the “Tote Your Own Bridge Luncheon”, 
to the “Halloween Hot Buffet” or the 
“Duck Dinner”, and there are a dozen 
others just as attractive. 

The whole plan was pre-tested during 
the early Spring and Summer, and the THE ITHACA, $2.95 
Committee knows it’s right. Here’s how MODEL 3H-76 
to use this promotion: 




















Between the Ithaca and the 
1) Arrange to set up a series of tables 


; : Adams stretches the great 
in your showroom or show win- 


SZ dow. Follow the pictures in the new 1937 General Electric 
ty book. Department stores have 1 Lk , abet 
# everything necessary for doing the Clock line. Are you a Jeweler? 


job. If you are a utility or dealer, 
you can make arrangements with 
one of your local department stores 
for the loan of some equipment. 
Give a credit card in return, showing 
the store’s name. If the store 
doesn’t sell appliances, get them to 
set up similar displays and lend 
them the electrical merchandise. 

See that the Electric Buffet Serv- 
ing Book gets distribution among 
your women customers. It creates 
attention and interest in the uwse- 
value and stimulates the buying 


We have models for you. A 
Department Store? A Utility 
Company? We have models 
particularly adapted to your 


needs in both style and price, 


Lo) 
~— 


no matter what your line of 


business. 





urge. YOU—HAVE AN 

3) Run a contest among domestic sci- OPPORTUNITY 
ence students in schools. 

4) Contact women’s clubs. Arrange to 


assist the hostess in serving a deli- 
cious buffet luncheon. You furnish 
the electrical equipment. Get a list 
of those present for direct mail, or 
if you have home service represen- 
tatives, have them on hand to dem- 
onstrate the use and get prospects. 





WRITE OR CALL YOUR DISTRIBUTOR TODAY 








Other promotion material is a Plan 


Book describing the activity, attractive oO vege g boss roma Se spa 
rode noses and conte cards cline | TIME GM OB OW .W Pace Of A OL Oe ae —s 
attention to electric buffet entertaining. \G 

— zs a 





For information, write Electrical House- 
wares Committee, 420 Lexington Avenue, 


oe Nork City, or any of the following / \ zi / [ 
contributing manufacturers: American = Cs / 1 f j RR ; 
Electrical Heater Co; General Electric; € S ae 0 alts us 


Hamilton-Beach; Landers, Frary & 
lark; Manning-Bowman; McGraw 
Electric ; National Enameling & Stamp- APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC CO., BRIDGEPORT 

fle ng; Proctor Electric; Robeson-Roches- 
ter; Samson-United; Swartzbaugh; Silex 
and Westinghouse. 


CONN 
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WESIX 


Dept. 94, Wesix Building @ San Francisco, California 


THE FASTEST SELLING 
ELECTRIC HEATER 
ON THE MARKET... 


WESIX is sold | 
by more utilities | 
and dealers than ji 
any other heater! 


Over 200,000 new Wesix users will be created this 
fall! And over twice as many dealers are selling 
Wesix than ever before. 

Why? Because Wesix is the fastest selling little 
heater on the market—and this year it’s backed by 
the biggest national advertising campaign ever put 
behind a portable electric heater. National maga- 
zines—Time, Good Housekeeping, American Home, 
Hollands, Sunset, Parents—newspapers and radio 
will carry the Wesix story into every city and town 
in the United States. ih 

Join with the thousands of progressive dealers 
who have already ordered Wesix. Share in this quick 
profit! And, give your customers the advantage of a 
heater that really does the job. Remember, Wesix is 
the only portable electric heater to receive national 
acceptance—the only one that gives you national 
advertising plus a complete merchandising plan plus 
a guarantee of customer satisfaction. 


HERE IS WHY WESIX OUTSELLS 
ALL PORTABLE ELECTRIC HEATERS 


Saves Money— Wesix circulates and radiates heat at the 
same time—brings quicker comfort at less cost. 


Quick Heat—People want small electric heaters for one 
purpose—quick heat in the bathroom or other small 
rooms. Wesix gives it. 


Eye Appeal— People want a heater that is attractive, 
blends with any color scheme. Your customers will say 
Wesix is the most beautiful heater they have ever seen. 


Light Weight— Women demand a heater that is easy to 
carry from room to room. Made of aluminum, Wesix 
weighs less than an electric iron. 


Guaranteed Five Years— The only portable electric 
heater backed by an unconditional 5-year guarantee. 

Perfectly Safe—Wesix is approved by Underwriters 
Laboratories, Good Housekeeping Institute and Elec- 
trical Testing Laboratories. 


Put in your Wesix order today. You make more money in 
selling one Wesix than several of a cheap make. Then too, 
there are no burnouts, no servicing, no “comebacks” to eat 
up your profits. 

Originally placed on the market at $12.50, the Wesix, in 
spite of advanced cost of materials, now sells for only $9.95, 
with a full profit and protection against price cutting. 


UTILITY CAMPAIGN MATERIAL! 


Hundreds of progressive utilities have built valuable new 
off-peak loads on existing facilities, with improved load 
factors, by campaigning the Wesix heater. 

Send for 16-page book—“Tested Selling Plan for Wesix 
in 1937.” This plan shows how others have made new rec- 
ords in electric heating sales and illustrates advertising and 
promotional material available free. 


Order samples today from your jobber or 
WRITE DIRECT TO 


COMPANY 
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‘MIDGET WATER HEATER SPEARHEAD 


OF WESTINGHOUSE FALL SALES DRIVE 





This tiny one-gallon electric water heater performs just like its big brother and 
Westinghouse expect to see a lot of them in use as demonstrators. 


EAST PITTSBURGH, PA.—"Bag 
Your Share,” a fast-action selling plan 
on automatic electric water heaters has 
recently been announced by Westinghouse 
for utilities and dealers. 

A colorful portfolio for the plan pre- 


| sents in logical procedure the selling 


forces Westinghouse is offering and de- 
scribes in detail the advertising and sales 
promotion materials. This portfolio sug- 
gests :—first, choosing a list of prospects 


| from electric range owners ;—second, 


using the direct mail pieces, newspaper 


| ads and the window displays provided to 


keep the subject of electric water heaters 
constantly before the prospects; and— 


| third, bring the prospects into the show- 





room and close them with a thorough 
demonstration of the efficiency and eco- 
nomy of the electric water heaters. 

The plan introduces the new Westing- 
house Estimater, an invaluable sales aid 
which enables the salesman to estimate 
with a glance at a chart the hot water 
requirements, the actual size tank needed, 
and the average monthly operating cost 
of an electric water heater that will com- 
pletely satisfy the prospect. 

One of the most important selling tools 
yet placed in the hands of the water 
heater salesmen is included in this fall 
water heater selling plan. This selling 
tool is a one-gallon demonstrator with 
which the efficiency of Westinghouse 
water heaters can be proved by actually 
operating for the prospect. This “mighty 
midget” one-gallon tank is really more 
than a standard model in that its special 
features enable the salesman: to prove 
what is happening inside the heater 
casing. An “on” and “off” switch is 
located on the front of the tank and a 
pilot light glows when electricity is be- 
ing used ;—flicks out when the thermostat 
goes off. To prove the water is heating 
and does not over heat a dial-type ther- 
mometer is on the front. Fill and drain 
tubes, made of rubber, are included for 
faucet connections with rubber-covered 
cord and plug so that the tank can be 
demonstrated either in the showroom or 
in the prospect’s home, wherever there 
are plumbing connections. 

Other new and effective displays de- 
scribed in the portfolio include a full- 
size, cut-away water heater showing its 
entire construction and operation. <A 
baffle demonstrator being a glass enclosed 
baffle which, by blowing cigarette smoke 





into the enclosure, demonstrates the offi- 
ciency of the baffle in preventing the cold 
water from mixing and cooling the hot 
water in the tank. A kit of sample parts 
of an electric water heater is also in- 
cluded. 

There are three colorful window dis- 
plays with real “eye appeal” especially 
designed for this campaign. Display 
shells, the outer casings of the Premier 
and Empire models are also available for 
window showing. 

A dramatic selling book gives a com- 
plete presentation of the many benefits of 
electric water heating which the salesman 
can use effectively to picturize his selling 
talk. An explainer chart, in two attrac- 
tive colors, tells the Westinghouse quality 
story in graphic words and convincing 
pictures. 

To provide salesmen with an organized 
and systematic procedure in choosing and 
following up prospects an index card file 
and daily work sheets are provided. Four 
salesman’s library volumes and_ three 
sound slide films give the salesman a 
sure hit plan, show him’ how to present 
his talk and add many clinching sales 
facts. Many other helps are also made 
available by this program such as com- 
plete up-to-date consumer literature, fold- 
ers, inserts, and pictorials. 





NEW PELCO DISTRIBUTORS 


BLOOMINGTON, ILL.—E. W. Jones, 
sales manager for the Refrigeration Di- 
vision of Portable Elevator Mfg. Co., 
Bloomington, Illinois, manufacturers of 
Pelco electric beverage and beverage food 
coolers—the “Floating Ice” wunits—has 
announced the appointment since June 1, 
1937, of the following firms as distribu- 
tors for the Pelco line: 

The Baker Supply Company, Boise, 
Idaho; Beehive Bottling Works, Brig- 
ham, Utah; Beverage Cooler Company, 
Dallas, Texas; Crystal Bottling Com- 
pany, Ogden, Utah; Carrison Engineer- 
ing Company, Jacksonville, Florida; 
Crystal Coco Cola Bottling Co., Logan, 
Utah; Electric Service, Inc., Daytona 
Beach, Florida; Gas Appliance Sales 
Company, Peoria, Illinois; Gleaves & 
Son, Paducah, Kentucky; Hohler Beer 
Equipment Company, Sandusky, Ohio; 
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Home Appliance Distributing Company, 
Butte, Montana; Home Electric Appli- 
ance Company, Nitro, West Virginia; 
Kenyon Sales & Service Company, Pe- 
oria, Illinois; Newkirks Supply Company, 
Rapid City, S. D.; Norge Nester, Jack- 
sonville, Florida; W. R. O’Rourke Plbg. 
Co., Walla Walla, Washington; Poca- 
tello Elec. Supply Co., Pocatello, Idaho; 
Refrigeration Equipment Co. Baton 
Rouge, Louisiana; Joseph Rosenberg, 
San Francisco, California; Valentine Ap- 
pliance Company, Salt Lake City, Utah. 








































NEW APEX DISTRIBUTORS a 


LANA HO 
CLEVELAND—C. W. Smith, general ; A 4 \\\ ‘Oo 
sales manager, Apex Rotarex Corpora- f * } 





tion, manufacturers of Apex washers, 
ironers, refrigerators and vacuum clean- 
ers, today announced the appointment of 
Krauss Distributors, Inc., of Cincinnati, 
Ohio, as distributor of the Apex line in 
Southern Ohio. 

The Krauss organization will serve the 
metropolitan trading area of Cincinnati. 

The C. L. Hartmann Corporation of 
Rochester, New York, has been appointed 
Apex distributor in north central New 
York State. The Hartmann organiza- 
tion will serve the counties in and around 
Rochester, New York. Frank Stubbs has 
been appointed sales manager of the Apex 
Appliance Division. ° 


BOTH sides of wringer in- 
stantly release all roll tension. 





1 VOSS SAFETY GUARDS on 


voss “ELECTRIC STOP 
: SAFETY SWITCH’  auto- 
matical y stops entire -machine. 


VOSS is twice as safe. 











Two Porcelain Enamel Meetings 


Week of Oct. II 


CHICAGO—There have been many 
outstanding events and periods in the 
porcelain enameling industry’s history, 
but none any more so than the week of 
October 11, according to predictions made 
by the Porcelain Enamel Institute. This 
week will be divided into two outstand- | 


ing features— ODAY Safety is the most im- © 
4 Sonat Annual Meeting of the | gorge Shs ccoapeenes -fea- On ly ¥ 0 S S mee fs 
Porcelain Enamel Institute in Chicago, ture in se home ances. ° 
October 11 and 12. | When you ek on goa these stri ngen ft 

2. Second Porcelain Enamel Institute | Electric Stop Safety” you have ° 
Forum at the Ohio State University, 
Columbus, Ohio, October 13, 14 and 1, | something that, women and Safety Requirements 

men alike, can easily under- 
—_ stand—something they want— 
1 SAFETY—Push 

something _they appreciate— pull onal Bee 
BELIEVER IN SALES and something no other washer 


TRAINING pati se either side. 
2 SAFETY — Con- 


And voss Washes tact with safety 


guard turns off 


50% More Clothes Per Tub rolls pe A a 
wasner. 

Clothes come —_ of a VOSS 

whiter because they are actu- a 
ally cleaner. The Famous VOSS ecb Ft tr apbed 
Floating Agitation, regardless of well over 2 inches. 
size of load always washes in 

the clean active suds at the top. 

Dirt drops to the bottom away 4 SAFETY — When 


release operates no 
from the clothes. parts swing or pro- 


With a VOSS you can out i°*¢t to endanger 
demonstrate any other washer °°°°" "°* o>. 

—for safety and washing effi- 5% SAFETY — Every 
ciency. Write today for the Sct ine — es 
profitable VOSS Franchise. idly tested under full 
pressure at the fac- 
tory. 











Meet Irving Allen of the E. H. 
Brown Advertising Agency, Chicago, 
who is the man behind the gun in 
Zenith Radio and Hurley washer 
edvertising. One of the founding 
fathers of the LaSalle Correspondence 
school, Mr. Allen has carried his 
belief in sales training over into 
individualized courses for various 
appliances. Mr. Allen likes to write 
in capital letters LIKE THIS. 





VOSS BROS. MFG. CO., DAVENPORT, IOWA 
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The New 1938 TOASTSWELL 
AUTOMATIC TOASTERS 


with thee Time Master Control 
are thee MOST SENSATIONAL 
TOASTER VALUES of All Times! | 


¥%& 2 SLICE Toastswell Automatic Toaster 











With stunning new lines that in. 
stantly appeal to everyone, com- 
plete front control which utterly 
simplifies its operation and the 
Time Master control that auto- 
matically assures uniform toast 
at all times will make the Toasts- 
well Automatic Toaster the sell- 
ing sensation of the toaster field. 
Toastswell Automatic Toasters 
are also equipped with the now 
famous low heat feature which 
keeps toast hot until served and 
makes delicious melba toast. 



























































Here is truly the biggest auto- 
matic toaster value on the mar- 
ket and retails for only 


$10.95 





* Toastswell leads the field 
WITH ANOTHER WINNER 


The New 4 SLICE Toastswell 
AUTOMATIC 
TOASTER 


Combining all the features 
of the 2 slice Toastswell 
Automatic, this new 4 
slice domestic toaster is 
the answer to countless de 
mands of larger families 
for a toaster that will sup- 
ply the whole family with 
toast at one time. It also 
answers the hostess’ de- 
mand for a toaster that 
will serve enough toast for 
informal gatherings and 
avoid the embarrassment 
of having to serve just a 
few guests at a time. No 
other toaster comes even 
near offering you this tre 
mendous chance for in 
creased sales as it retails 


$4 5-00 


New 8 PIECE TOASTSWELL TRAY SET 


This new 8 piece Toasts 











The new 8 piece Toastswell tray set consists 
of a large size satin finish walnut tray with 
two clear crystal glass relish dishes, four 
clear crystal glass serving plates and a 
cutting board with permanently attached 


well tray set is available 
with either of the new 
Toastswell automatic or 


non - automatic toasters 


and offers you a real knife. 
opportunity for added Toastswell tray sets are available with 
ofits with the present toasters, also sold separately. Tray set 


lay trend of ensemble | tetails separately for 
selling 


Write today for complete 
information on Toastswell auto 
matic and non-automatic toast- 
ers, automatic and non-auto- 
matic combination waffle irons 
and sandwich toasters, tray sets 
and Servewell food warmer. 


UTILITY ELECTRIC CO. 


620 Tower Grove Avenue ©@ St. Louis, Missouri 
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P. L. Tolerton has been named 
manager of the Detroit office 
of Penn Electric Switch Com- 
pony. 


Paul Penn, former manager of 
Penn Electric's Detroit office 
has been named assistant to 
M. E. Henning, executive vice 
president. 








Hew Pasitions of the Mouth ‘ 





Apex 
Paul E. Patton and Robert E. Kramer 


| have joined the sales force of Apex Ro- 
| tarex 


Corporation, Cleveland, Ohio, 
manufacturers of Apex vacuum cleaners, 
washers, ironers and refrigerators, C. W. 
Smith, Sales Manager, announced today. 

Patton will do special sales and promo- 
tion work in the Southern Division. 
Kramer will operate out of the Apex 
Western Division with headquarters in 
Chicago, Illinois 


Proctor 


Proctor Electric Company announces 
the appointment of Mrs. Bernadette Eck- 
skin, 6411 Suburban Street, St. Louis, 
Mo., to their home economics staff of 


| demonstrators. 


Penn Electric 


Paul O. Penn, formerly manager of 
Penn Electric Switch Co.’s Detroit Office, 
1as been named assistant to Malcom E. 
Henning, Penn executive vice-president, 
in an announcement issued recently by 
Mr. Henning. In this position, Paul 
Penn will be located at the company’s 





new office and factory at Goshen, Indiana. | 


At the same time, Mr. Henning an- 
nounced the appointment of P. L. Toler- 


ton as manager of Penn’s Detroit office. | 


“This transfer of Mr. Penn and addi- 
tion of Mr. Tolerton to our staff have 
been made,” said Mr. Henning, “to en- 
able Penn Electric Switch Co. to main- 
tain a much closer contact with cus- 
tomers in the heating, refrigeration, air 


conditioning, pump and air compressor | 


fields. 


Walter Foley 


Mr. Walter E. Foley who in the past 
15 years represented Maytag, Hurley 
(Thor), and The Detroit Vapor Stove 
Co., has just opened an office and display 
room at 1552 South Western Ave., Los 
Angeles, California, to be known as Cali- 
fornia Distributors. 

He will in most cases act as a manu- 
facturers agent, perhaps in some as a 
distributor employing additional  sales- 
men, and will handle several lines. 


Mark-time 
M. H. Rhodes, president, M. H. 
Rhodes, Inc., Rockefeller Center, an- 


nounces the appointment of Paul Stern- 
berg as comptroller in charge of the 
Finance and Accounting Department. 
Mr. Sternberg has had a long and 
varied experience in directing financial 
policies of other organizations. 


Gilmer 


The L. H. Gilmer Co. announces the 
appointment of William S. Foley as Dis- 
trict Manager of the Pittsburgh territory 
for Gilmer Belts for electric refrigera- 
tors, washing machines, pumps and other 
small drives. His office is in the Clark 
Building. 


Tri-State 


Harry Oliver (“H O”) Moore, well- 
known veteran of household appliance 
distributing on the Atlantic Seaboard, in 
New England, and the South and North 
Central States also, was recently ap- 
pointed salesmanager for the Electrical 








Don Crosby has been named 
manager of Crosley's Radio 


Division. He has been dis- 
trict manager in a number of 
territories. 


SEPTEMBER, 
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Ralph J. Cordiner, 


assistant 
manager of GE's appliance 


and merchandise has been 
named general manager of ap- 
pliance sales, succeeding P. B. 
Zimmerman. 








APE 
tric 


brat 
war 
ingt 
men 
serv 
ing 


of 

Rac 
gen 
has 


this 
stat 


cha 
Inte 
ann 
Fri 
Sta 

] 
tim 
sist 


Nic 


, ane 
Stern- 
f the 


r and 


ancial 


es the 
; Dis- 
ritory 
igera- 
other 
Clark 


well- 
liance 
rd, in 
North 
y ap- 
ctrical 


ING 











J. G. Moravec, sales engineer, has 
been placed in charge of Penn Elec- 
tric's Moline office, Moline, Ill. 


Appliance Division of the Tristate Elec- 
trical Supply Co., with headquarters in 
Hagerstown, (Tristate operates a full 
branch in Roanoke, Va. and through 
warehouses in Baltimore, Md., and Wash- 
ington, D. C.) according to an announce- 
ment from the Headquarters of this de- 
served popular “independent” distribut- 
ing organization. 


Crosley Radio 


Don Crosby has been named manager 
of the Radio Division of the Crosley 
Radio Corporation, Thomas W. Berger, 
general sales manager of the company, 
has announced. 

The appointment of Mr. Crosby to 
this newly created position, Mr. Berger 
stated, is to add to the efficiency of the 
Crosley marketing organization and to 
keep the merchandising program abreast 
of the company’s policy of adding still 
further to the diversification of its line 
of household appliances. 

For eight years Mr. Crosby served the 
Crosley Radio Corporation as district 
manager in western, mid-western and 
eastern territories. 


International Nickel 


Mr. A. J. Wadhams, Vice-President in 
charge of Development and Research, The 


International Nickel Company, Inc., has 


announced the addition of Mr. Wayne Z. 
Friend to the Development and Research 
Staff. 

_Mr. Friend will devote most of his 
time to technical service on corrosion re- 
sisting materials, particularly Monel, 
Nickel and Iconel. 


G-E Appliance Sales 


Ralph J. Cordiner, assistant manager 
of the Appliance and Merchandise De- 
partment of the General Electric Com- 
pany, will assume the additional duties 





| 
| 





of general manager of appliance sales, | 


effective tomorrow. This announcement 
was made today by Vice-president Charles 
E. Wilson simultaneously with the an- 
nouncement that P. B. Zimmerman, who 
has been in charge of appliance sales, has 
resigned to accept an executive position 
with the Norge division of the Borg- 
Warner Company, Detroit. 

Mr. Cordiner is one of the youngest 
men in the electrical industry holding 
so important a position, but his experi- 
ence has been exceptionally broad. After 
ten years with the Edison General Elec- 
tric Appliance Company on the Pacific 
coast, he came to Bridgeport in 1932 as 
Manager of the heating device section. 
wo years later, when the radio division 
was formed, he was placed in charge; and 
in 1937 was named assistant manager of 
the Appliance and Merchandise Depart- 

nt. 











WITH THESE PROFITABLE 











HAMILTON 
BEACH 


Stimulate your cleaner sales this fall! Get off to a flying start with 
these “big value” Hamilton Beach deals. Use the strong customcr 
appeal in this $14.50 hand vacuum. It’s the winning card that 
turns hesitant shoppers into active buyers. Plan now to cash in 
on these profitable offers—to get a bigger share of the fall cleaner 
business. Both deals are available only from September 15 to 
November 15. 


@ REGULAR MODELS 


All cleaners in these deals are standard Hamilton Beach 
models—“not rebuilts” nor “closeouts”. Floor cleaners have 
motor-driven brush—clean with beating-sweeping-suction 
action. Hand cleaner is light in weight — perfectly balanced 
for easy handling. 


@ NATIONALLY ADVERTISED 


These are the only vacuum cleaner offers advertised in the 
rotogravure section of Sunday newspapers. Advertisements 
will be seen and read by 6,846,169 alert, smart-buying families 
from coast to coast. 


@ COMPLETE DEALER HELPS 


Special free promotional material — sales-stimulating window 
and counter displays, folders, envelope stuffers, newspaper 
mats—tie up your store with our powerful nation-wide 


program. 
@ YOUR PROFIT IS PROTECTED 


These deals are distributed on our regular Wholesaler-Retailer 
policy. All inquiries are referred to dealers. Order from your 
Jobber’s salesman. Write us direct for free dealer helps now. 


HAMILTON BEACH CO., Racine, Wis. 


Division of Scovill Manufacturing Company 


HAMILTON 
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VACUUM CLEANER DEALS 






CONSUMER OFFER 
With No. 10 or 10-L 





$14.50 Hand Cleaner 


FREE 


With No. 10 
or 10-L Floor 
Models 


CONSUMER OFFER 
With No. 8 












Hand Cleaner 
and No. 8 
Floor Model— 

a $49.25 Value— 
BOTH 
FOR ONLY 


3925 


(I 


BEACH 
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A doghouse, complete with fire hy- 
drant, dog collar, dog biscuit and flea 
powder, is trophy awarded to low man 
in the water heater range campaign 
now under way on the lines of the 
Washington Water Power Company. 


Lewiston, Idaho, recently had a 
two-day cooking school held in a local 
theater, with Mrs. Lucile Ramirez, 
Washington Water Power home serv- 
ice director, presiding, assisted by 
Ethel Yeager. A large crowd at- 
tended both days. 


Some 3,500 visitors inspected the all 


electric home of Buell Thropp, chief 
salesman of the Pacific Power and 
Light Company at Walla Walla, 


Wash., which was open for a ten-day 


inspection early in the summer. Of 
special interest were the completely 
electrified kitchen, with dishwasher 
ind garbage disposal unit as well as 
other more usual equipment and the 
shallow well pump which furnished 
water for washing, lawn sprinkling and 
air conditioning at a cost of about 50c 
per month. City water is used for 


drinking, cooking and bathing. 
* * * 


A summer air conditioning cam- 
paign conducted in Pacific Power and 
Light Company territory in Oregon 
and Washington started off with the 
report of 28 installations made in the 
first three weeks. May, June and July 
were devoted to small appliances by 
this company. 

% a * 
Electric incubators and_ brooders 
provide for safe rearing of game birds 
on Washington’s state game farm. The 
birds are raised much as are chickens 
and are turned loose at from three to 
four months of age 


* aE 


\ rural home lighting contest was 
held recently at Hood River, Oregon, 


under the auspices of three I.E.S. 
lamp dealers and the local office of the 
power company. Lectures and motion 
pictures were presented before both 
men’s and women’s. organizations 
sponsored by the home economics 


group of the Grange during the con- 
test period. Contestants were asked 
to write an “What Better Light 
Means to Me.” 


Laundry equipment came in _ for 
August attention in El Paso, Texas, 
where the El Paso Electric featured 
Hotpoint equipment, giving a chrome 
metal chair free with the purchase of 
an ironer, and a clothes hamper with 


each washer 


a * x 


Its first birthday was celebrated by 
Bragg’s Home Appliance Company of 
Fresno, Calif., with a Red Tag sale, 
during which every lady calling at the 
store was given a free souvenir. 


* bad 


Bullock’s of Los Angeles went in 
for a midsummer sale of washers and 
refrigerators early in August. 


~ * 


One of those “oldest electric washer 
in use” contests brought floods of con- 
testarnts into Meier & Frank’s of Port- 
land, Oregon, to register their old ma- 
chines. Each entry was carefully in- 
spected by a representative of the 
store, who had an opportunity at the 
same time of turning a contestant into 
a customer 


* * * 
Opening of the new Regent Apart- 


ments of Portland, Oregon, brought 
out an 8-page special section in the 
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Oakley Electric of Boise, Idaho, have gone in for remodelling recently. 
service departments are models of their kind as the store is a firm believer in 
business obtained through service channels, 


Oregonian in which the electrical 
kitchen equipment and in-built panel 
lighting treatment of kitchen and din- 
ing room were emphasized. Electric 
chime doorbells and Better Light-Bet- 
ter Sight lamps and fixtures were 
other electrical features of interest. 
* * * 


A midseason “clean-up” of electric 
ranges was an August event for H. E. 
Saviers & Son of Reno, Nevada. 


* * 


\ Sunbeam iron plus an automatic 
clothes sprayer ($12.45 value, com- 
bined) furnished an August special 
for dealers and power company of Salt 
Lake City, Utah. The combination 
sold for $9.95, with a $1 allowance for 
your old iron, which brought the fig- 
ure to $8.95. 


Their 


Hennessy’s of Butte, Montana, went 
in for a series of August demonstra- 
tions of small appliances, roasters and 
coffee makers being featured. 


% * * 


Boyle’s Salt Lake City Store staged 
a recent demonstration of Easy iron- 
ers, insuring a crowd by presenting a 
gift to every lady who attended the 


demonstration. The event ran four 
days, from 1 to 5 p.m. 
* * * 


A dollar down and a dollar a week 
was the slogan with which the Dorris- 
Heyman Company of Phoenix, 
Arizona, advertised a special sale of 
demonstration washers which was an 


\ugust event in their store. 


TRAILERS ON THE COAST 





The Hopper-Kelly Company of Seattle were quick to see the value of trailer 


merchandising in their far-flung territory. 


Two salesmen and a home economist 


add class to cold canvassing when done in the “travelling show room." 





H.L.WOOD 
dius Destrbutor 


4. 


Harry L. Wood of Sacramento, Cal., is another live-wire dealer to see the benefits 


of trailers. 


His ad reads “Hotpoint comes to your home." 








An electric kitchen clock and a 
10-piece refrigerator set went with 
every Copeland refrigerator sold by 
the Inland Radio Co. of Spokane, 
Wash., during August. 


* * * 


Several of the electrical firms of 
Spokane, Wash., participated in a 
“trade and win” contest, by which pur- 
chases made in the listed stores en- 
titled contestants to votes. Electrical 
appliances came in as second prizes 
in the form of electric refrigerators, 
which were awarded at the rate of 
one for each of the three months the 
contest is to run. 


* al * 


The Weimer Hardware & Furniture 
Company of Portland, Oregon, held 
a three-day open house in June, dur- 
ing which he conducted a window 
demonstration and cooking school with 
the assistance of a Northwestern 
Electric home economist. At least six 
ranges were sold among the fifty 
women who made up the cooking 
class and many prospects were devel- 
oped. 


* * * 


Paul Schatz of Portland, Oregon, 
has had to enlarge his store in the 
Hollywood district. He has taken on 
the adjacent building in which to house 
his electric appliances, 


* * al 


The Flynn Furniture Company of 
Vancouver, Wash., recently turned 
their entire first floor into a display 
of the larger electric appliances. 


” * * 


The San Diego Bureau of Radio 
and Electrical Appliances and the San 
Diego Consolidated Gas & Electric 
Company have taken the lead in 
August refrigerator advertising. Health 
saving and enrichment of family life 
were the points featured. 


* & * 


August 1 marked a new rate reduc- 
tion for the Bureau of Power and 
Light of Los Angeles. The first block 
starts as before at 4.4c, but is allowed 
to apply to residences with eight light- 
ing circuits as against five previously 
and other blocks are dropped in price 
and shortened in the number of kw.-hr 
The water heating rate drops to 7 
mills per kw.-hr. metered separately. 


% * * 


Because of the exposition which is 
to be held in connection with the na- 
tional convention of electrical con- 
tractors at Los Angeles, October 18 
to 21, the Electrical Age Exposition 
which had been scheduled for this 
fall has been postponed to next spring. 


* * 


Lectures on the subject of light and 
vision are being offered to clubs, 
churches, parent-teacher groups and 
industrial associations by the electrical 
industry of Los Angeles. Letters ot- 
fering such talks have been mailed 
out by the Lighting Committee of the 
Electrical League of Southern Califor- 
nia, cooperating with the Western In- 
stitute of Light and Vision. 


* * * 


A dealer meeting of the air was re- 
cently broadcast from a Los Angeles 
station by the Walker-Pratt Manufac- 
turing Company, manufacturers of 
Crawford ranges. This dealer pro- 
motion is being followed by a special 
radio program, newspaper advertising 
and an outdoor campaign directed at 
the consumer. Fey and Krause, Inc. 
are Crawford range distributors ™ 
Southern California. 
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THE RANGE UNIT THAT 
‘i, ie aie GIVES ALL-OVER CONTACT 


A-B 
CRAWFORD Famous for its cooking speed—its economy—its cleaning ease— 
ELECTROMASTER its long life—its freedom from servicing troubles. This is the unit 
ESTATE that demonstrated to the world that CONTACT COOKING is the 
KELVINATOR fastest way to cook electrically. This is the unit that SELLS 
MARION RANGES. Specify it on the ranges you sell—use its powerful sales 
appeal to build electric range business. Ride the wave of 


MONARCH 
Chromalox popularity to greater profits. 


NORGE 
QUALITY EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
UNIVERSAL 
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WHAT THIS 


Multi Speed Control! 
Triple Beater Action! 

30% More Bowl Capacity! 
Extra Power on. All Speeds! 





It's the grandest portable mixer you ever saw. With 
features galore it's priced to score with the housewives 
of America. Attractive cream baked enamel finish with 
contrasting black handle. Clear,extra capacity, Glasbake 
bowls that are guaranteed against heat and cold break- 
age. Permanently oiled high torque motor gives extra 
power for all duties. Easily attached triple beaters are 
double-depth to provide for the complete mixing of large 
recipes. 

See your nearest General Electric Distributor to get 
complete details of the General Electric Mixer Line. 


GENERAL €@ ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC CO., BRIDGEPORT. CONN. 
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Remodelled is the Consolidated 
Wagon & Machine Company, elec- 
trical dealers for southern Wyoming 
located at Evanston. 


The Washington Water Power 
Company reports among other items 
of interest that electric water heaters 
were sold to some 33 meat markets 
in Spokane, making a total of about 
60 markets in that city that now have 
electric water heaters installed. 


The new H & L Electric Company 
of Provo, Utah, Paul Huish and V. 
B. Larsen, proprietors, will carry a 
complete line of G.E. appliances. 


The B.P.O.E. who recently con- 
vened in Denver, Colo., were greeted 
with an advertisement by the Public 
Service Company which suggested the 
hospitality features of the electric re- 
frigerator in providing cold, thirst- 
quenching beverages. 


Air conditioning for the business, 
office and home has recently been to 
the fore in Denver advertising, led by 
the Public Service Company of Col- 
orado. 


* co * 


Joslin’s, of Denver, Colo., have been 
featuring General Electric home work- 
shops at $69.50 with extensive adver- 
tising and a demonstration in the 
window. 


* * * 


A “Sell-ebration” was what the May 
Company of Denver called their July 


sales. Electric refrigerators were 
prominent in advertising for this 
event. 

* * #* 
Civic clubs in Seattle have an- 


nounced a policy of working for the 
lighting of all tennis courts in Seattle, 
as a feature which would attract tour- 
ists to the city. 


* * * 


June scored the highest electrical 
sales record in the history of the City 
Light department of Seattle, according 
to a newspaper interview with sales 
manager P. C. Spowart. 


* * * 


Outdoor cooking schools held in the 
city parks are again attracting crowds 
of housewives in Seattle, Wash. One 
of the local papers sponsors these 
events. 


K. O. Stout of Sacramento, Calif, 
recently held a “grand opening” of his 
new appliance store. A pot holder as 
a gift to each visitor, with surprise 
gifts for the ladies were promised to 
those who attended. 


* * * 


General Motors’ thirty streamlined 
trucks recently brought the “Parade 
of Progress” to Spokane, where jt 
was on display for four days. 


1 * * 


A half page of “candid camera” 
shots showing intimate moments of 
customers advertised the advantages 
of electric cooking and electric water 
heating for the Washington Water 
Power Company of Spokane, Wash. 


** * * 


Small appliances as aids to cooler 
summer kitchens helped keep up July 
sales for the J. W. Robinson Co.,, of 
Los Angeles. 


* *% * 


Specials on three makes of refrig- 
erators were the summer business 
building feature of Barker Bros., Los 
Angeles. 


aR * * 


Sample electric refrigerators filled 
with food were sold in a limited quan- 
tity by the Eastern of Los Angeles at 
the uniform price of $67.74. The boxes 
were new but marred slightly. Terms 
offered were 10c per day. 


* * * 


Electric roasters as an aid to picnic 
lunches, starting and almost complet- 
ing the meal before leaving home and 
finishing it on stored heat, have been 
advertised by the Montana Power 
Company. They feature Monday and 
Friday demonstrations of roasters in 
their Butte office. 


a % % 


“Appliance Day” at Hennessy’s 
Butte, Montana store brought a dem- 
onstration of cookie cooking in the 
electric roaster, with free samples for 
visitors, and a display of the “largest 
ice cube’ made in a Frigidaire re- 
frigerator in the electrical department. 
Specials on washers, radios and refrig- 
erators were featured. 


* ae * 


Summer heat aids in the form of 
refrigerators, fans and electric roasters 
have been featured of late by the Dor- 
ris-Heyman Company of Phoenix, 
Ariz. Fans for homemade coolers are 
offered at a wide range of prices. 





The model kitchen recently installed in Breuner's of Oakland, Calif., serves as @ 
headquarters for the demonstration of major equipment, and also suggests the 
subject of kitchen planning, which this store is now recommending. 
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@ New Imperial ‘*60°’ manufactured by the Gen- 
eral Electric Company. This range is available 
with Monel top only. 








HEN you find three leaders 
agreeing on the same metal 
for tops it’s bound to be right for 
any range. And Hotpoint, General 
Electric and Westinghouse all use 


MONEL* tops. 


The Big Three in the electric 
range field know that Monel is THE 
metal for range tops. And the pub- 
lic knows it, too. Consistent Na- 
tional Advertising reaching millions 
of home owners has told the house- 
wife about Monel. It’s her Number 
One want for the range top, for she 
knows it has everything she longs 
for: 


@ Emperor Range manufactured by the West- 
inghouse Electric & Mfg. Co., available with 
Monel top as optional equipment. 



























The new Chesterfield 
Range manufactured by 
Hotpoint, their catalog No. 
RC-1. This range is avail- 
able with Monotop of 
Monel as optional equip- 
ment. 


Monel tops bring lasting beauty to 


Hotpoint, G.E. and Westinghouse ranges 


BEAUTY: Monel’s lustrous silvery 
appearance improves with the 
years. Monel will not rust—it can- 
not rust — and has no coating to 
chip, peel or wear off. 


CONVENIENCE: Monel with- 
stands rough treatment from pots 
and pans and is easy to clean with 
kitchen cleansers. 


STRENGTH: Monel is harder and 
tougher than bridge steel—with- 
stands hard usage. 


DURABILITY: Completely im- 
mune to rust, highly resistant to 
heat, and to corrosion from foods, 
Monel is a long-life metal—good 
throughout the life of the range. 


To draW the crowd and boost your 
sales, follow the lead of the Big 
Three. Display the range with the 
Monel top. For further information 
and prices, address: 


THE INTERNATIONAL NICKEL 
COMPANY, Inc. 


67 Wall Street New York, N. Y. 


*Monel is a registered trade-mark applied 

to an alloy containing approximately two- ANE) 
thirds Nickel and one-third copper. This 

alloy is mined, smelted, refined, rolled and /MONEL\, 
marketed solely by International. Nickel. : 
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Us Risky: 





pe the window washer’s safety belt, his work is hazardous, because chance is 
capricious. We also recognize the risk to the heating appliance manufacturer and 
his customer. in offering to the trade any resistor alloy except one whose worth has 
heen definitely proven by the supreme test of mature time and actual operation on 
the job. We have been making Chromel heating element alloys for 30 years, but 
we do not bring out yearly models. Rather, every year, Chromel has steadily been 
improved and Chromel’s performance in the field today tells its own eloquent story 
of good quality. For technical data, send for our new and useful Catalog — L. 


Hoskins Manufacturing Company, 4445 Lawton Avenue, Detroit, Michigan. 


HOs KIN S 


CHROMEL 


THE WIRE THAT MAKES ELECTRIC HEAT POSSIBLE 








The California Division of Highways 
is now using a photoelectric device to 
keep count of cars travelling along 
given highways with a view to de- 
termining needs for future develop- 
ment of roads. 


The Marcus Auto Supply Company 
of Sacramento, California, recently ad- 
vertised that they would allow “up to 
$100 for your old ice box on purchase 
of a new 1937 Stewart-Warner Re- 
frigerator.’ They added “No Down 
Payment and as much as 3 years to 
pay!” The offer was to last for a 
few days only. 


* * * 


The B. C. Electric again won adver- 
tising honors in the annual Better 
Copy Contest of the Public Utilities 
Advertising Association. Excellence 
in gas company newspaper merchan- 
dise advertising and excellence for 
general direct mail advertising both 
went to the British Columbia com- 
pany. This makes twelve awards 
won by the publicity department of 
this utility within the last seven years 
and the only awards to go to Cana- 
dian companies. James Lightbody is 
manager of the department. 


Camas, Oregon, recently staged a 
cooking school, sponsored by the 
town’s local paper, at which for two 
days the ladies learned the secrets of 
electric cookery and menu planning. 
On the third day the men were in- 
vited and the ladies sat back while hus- 
bands chosen at random cooked a 
complete meal on the stage, coached 
by the home economist and her helper. 
They found it simple because electrical 
ranges were used throughout. 


ae ae * 


To celebrate installation of a com- 
plete electric kitchen for employees 
of the Van Camp Sea Food Company 
of San Pedro, California, a special 
luncheon was planned. This involved 
starting turkey and other fixing before 
time of opening the plant, however, 
so it was arranged that the food should 
be prepared in advance and stored in 
the refrigerator. The night watchman, 
whose experience hitherto had not in- 
cluded cooking, was entrusted with 
the duty of putting food in the oven, 
setting thermostat and other simple 
preparations. So good was the result 
that the girls were greatly impressed 
with the efficiency of modern equip- 
ment—and as for the watchman, he is 
buying an electric range. 


* * * 


Cooking demonstrations given twice 
yearly in the model kitchen which has 
been established in the electrical de- 
partment of Tull & Gibbs, home fur- 
nishing store of Spokane, Wash., at- 
tract an attendance of 300 housewives. 
No effort is made to attract attendance 
through the giving of prizes and al- 
though drawings are usually held as a 
means of obtaining the names of those 
present, they are not advertised. Fre- 
quent requests on the part of custo- 
mers for “a range just like the one in 
the kitchen” indicate the value of this 
exhibit as an example to prospective 
purchasers. 


* * *# 


M. P. Douglas of the Sampson 
Music Company of Boise, Idaho, re- 
ports good results from the ironing 
school which his firm held last fall. 
This was a store event, with invitations 
sent out to old customers and pros- 
pects—and brought out both a good 
attendance and an excellent record of 
sales in the follow-up. 
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ADVERTISING CAMPAIGN 





Fd 


J] 


HERDS CUSTOMERS 
» INTO YOUR STORE 


15 National Magazines 


118,208,897 ADVERTISING IMPRESSIONS 





Woman's Home Companion Ladies’ Home Journal American Home 
Better Homes and Gardens Good Housekeeping New Yorker 
Pictorial Review - Delineator House and Garden This Week 

New York Times Magazine American Weekly McCall's 
Saturday Evening Post House Beautiful Time 


Combined Magazine Circulation... 32,469,101 


National Newspaper Advertising. Combined circulation 14,375,289 


Appears in 160 cities, reaches every important trading area in the country, 
carries dealer listings to bring customers into your store 


Consistent magazine advertising—full pages in dresses. Ask your distributor how to have your 
color for power, black and white for repetition— name listed in the newspaper advertisements; ask 
carry the Silex sales message right into the homes about the metal foil display for your window .. . 
of every one of your customers. They are told the it flashes! All Silex glass coffee makers have 
story of “better tasting coffee" . . . and of the Pyrex brand glass, guaranteed against heat 
new Anyheet Control Silex, that keeps coffee any breakage. 


heat . . . for hours. Then newspaper advertise- 
ments in every important trading area finish the THE SILEX COMPANY, Dept. E., Hartford, Conn. 


selling job—by listing dealers names and ad- In Canada: The Silex Company, Limited, Ste. Therese, Quebec. 


Lt en = OK 


TRADE MARK REGISTERED U.S. PAT. OFF, 





ANYHEET CONTROL Z2FELEX ANYHEET CONTROL 
Black trim $6.95 ... Red trim $7.45. Dial your heat . . . any tempercines yeu 
Other Electric Table models $4.95 up. prefer... for as long as you wish. . . at the peak of flavor. 
Kitchen Range Models $2.95 up. May be sold separately for any recent electric model, $1.50. 





BREWING COMPLETED WITHOUT REMOVING GLASS FROM STOVE 
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PSYCHOLOGISTS say that a plus of 2% 
in ability, effort or persistence is all 
that marks the difference between 
winners and losers. 

This test applied to merchandise 
shows why some products consistently 
outsell seemingly equal values. 

You are selling ranges — refrigera- 
tors—or washers. So are your com- 
petitors. Yours have many special 


features. So have theirs. Yours are 
finished in beautiful porcelain enamel. 
So are theirs. 

Where can you find that extra 2% 
that will turn a teetering interest into 
a positive preference? Mr. Merchant 
—consider the well-known ARMCO 
trade-mark. 

The satiny, lustrous finish of porce- 


lain enamel, when fused on a base of 


A NAME 


K NOW N 















Zhe 


THAT WINS! 

















ARMCO Ingot Iron, is smooth, wave- 
less, hard, durable. Its beauty will last 
a lifetime. 

Here is a selling point that will 
interest any prospect. Point to the 
familiar ARMCO label and it becomes 
a sales clincher. For this famous tri- 
angle trade-mark is familiar to house- 
wives. It has been their guide to finest 
quality in porcelain enameled prod- 
ucts for twenty-three long years. 

If your ranges, refrigerators and 
washing machines do not carry the 
sales-assisting ARMCO label, ask the 
manufacturer to attach it. 


THE AMERICAN ROLLING MILL COMPANY 


ExecuTive Orrices, MiIppLetown, On10 


ARMCO ingot Iron 








MILLIONS 
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HAIR-GROWER 








The latest model Xervac, Crosley's 
amazing new hair grower, has been 
streamlined for compactness and it is 
shown above as it appears in a 
modern barber shop where the cus- 
tomer sprouts new hair as he gets a 
manicure. 


Four Hotpoint refrigerators which 
were in perfect order after the recent 
fire in the G.E. Supply Bldg. of Los 
Angeles have been turned into a dem- 
onstration exhibit which has circulated 
among Hotpoint dealers for display 
purposes. 


Levy’s Home Appliance Shop is a 
new dealer in the Whittier Blvd. dis- 
trict of Los Angeles. 


Cooperative cooking schools in a 
number of towns of the Provo district, 
Utah, were conducted by home econo- 
mists of the Utah Power and Light 
Company under the sponsorship of 
dealers. and local papers. Attendance 
prizes consisting of food baskets, roast- 
ers and electric mixers were given 
away and participants were asked to 
fill out attendance cards giving in- 
formation as to electrical equipment 
in their homes. This data was later 
compiled and mailed to cooperating 
dealers. At Provo a “kitchen clinic” 
which took up the problems of kitchen 
planning as applied to the individual 
kitchens was a popular feature. 


The Gordon Furniture Company of 
Tooele, Utah, started the year by or- 
dering a shipment of a carload of elec- 
tric refrigerators and has more than 
lived up to expectations since. By the 
middle of the year Gordon and his son 
report the sale of 80 refrigerators, 10 
ranges, 4 water heaters, 12 washers, 
25 radios, along with a number ol 
lamps and other appliances. 


New in Salt Lake is the Bower's 
Home Appliance Company, which re- 
cently opened its doors with a stock 
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of refrigerators, ranges, radios and 
washers. This has grown out of the 
used washer business which H, C. 
Bowers has long operated as the 
Los Gables Appliance Agency. 







































* * 4 


Advertising that the modern kitchen | 
has: an electric refrigerator, electric | 


a range, dishwasher, exhaust fan and 
’ automatic hot water, the San Joaquin | : 
Service of Fresno is featuring a “step- | 
py-step” plan. They offer a kitchen 
planning service to customers. 
} 


* * oe 


Fresno, Calif., newspapers made 
much of the recent publication of U. S. 
Bureau of Census figures which shows | 
that Fresno ranked first in the nation 
in per capita retail trade among all | 
cities with population in excess of 


50,000. 
* *% * 








Kramer’s, Fresno, Calif., Appliance 
Store recently offered a very special | 


ee atar'siantae: |... SO WILL A BATTLES 
machines at this price—first come, first ¥ 


served. 


lial | IF YOU HIT IT WITH A BE 


| 
| 
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Cc. E. and R. C. Johnson have opened 


















a new appliance store in Fresno, 
s Calif. featuring Fairbanks-Morse wren Let's talk about this mat- be 
en P products. In addition to a complete | 3 ORCELAI F) “ee es 
is line of household appliances, the firm | porcenily. ter of chipping frankly 
handles pumps, engines and motors 4 —and sanely. Porcelain 
“ and also air conditioning systems. Fe enamel will chip, of 
= i <a a course—if you hit it hard 
a =. 7 enough. It is a mineral 
Breuner’s of Sacramento, Calif., re- substance—hard as glass. —But house- 
cently held open house in the evening | k doa’et ci : ind 
= to celebrate a special sale of 1936 | cepers cont c ean mirrors, windows, 
model Norge refrigerators. refrigerators or sinks with a smithing 
hich sar he | hammer! —Considering the millions of 
aia mirrors and plate glass windows in use 
Los §f ‘ a “oa ra gt ea —how many ever break? A small fraction 
lem- ghting p sed by i. “eae 
oe Forestry service in California. Not pe a taal Now — all those 
splay only are fires reported in time to save | millions of mirrors were backed up with 
’ valuable timber, but portable sending | a sheet of steel—how many would break? 
sets have been used with good effect | A very precious few! 
in the search for missing persons. The fact that porcelain enamel is hard 
* * * enough to chip, under very heavy im- 
A carload sale of electric and coal | pact, is a big feature in its favor. Being so 
pe combination ranges, with a 10-piece | hard—porcelain enamel is the one finish 
— set of — ageegg ane as . | that won’t scratch or dull or lose its life- 
premium has ,9een an ugus even | be bf $ * 4 
for the Jennings Furniture Company ors —— — = “eae — 
of Portland, Ore. | mel is the one finish in which delicate 
| colors will never fade; the one finish that 
. is absolutely non-absorbent. Being as 
in a hard as glass, it is clean, sanitary, enduring. 
trict, Porcelain enamel is the one sales fea- 
cht SWITCHMAN ture which gives lifetime satisfaction. 
a Feature it—talk it—push it—sell it. Be 
‘ance glad porcelain enamel is hard enough to 
oast- chip. If it wasn’t, it wouldn’t be porcelain 
a enamel. 
oO 
, in EDUCATIONAL BUREAU 
ment PORCELAIN ENAMEL INSTITUTE, Inc. 
— 612 North Michigan Avenue * Chicago 
ating 
inic” P 
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idual THE 6 S 
+ a J 
ly of ee 
Ps > pe SEND FOR fi €€ COPY OF THIS /7€1U BOOK > 
than 
y the PORCELAIN ENAMEL INSTITUTE, Inc. 
r 0 | 612 North Michigan Avenue, Chicago 
hers, | Send me a copy of your new FREE book: “Se.unc Pots for HOUseHoLo 
. a APPLIANCES” 
| 
I ances wnconv-sosiennisinisnnstcineonesnsnchanianenseeeiateiciinlentenetilasai deaminase aia ania tae 
| 
The intricacies of thermostats en- 
: gages most of the time and atten- | FIRM... 
wer's tion of K. C. Cash, ad manager fo- | 
h re- Penn Switch—but he still finds time 
stock for photography on the side. | RL EN ee ne da sti 
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Oailored 

















TO FIT 


the sales coach you have been waiting for. Tailored 
to fit the demonstration problems of your products. 
Custom-built for you by the Judkins Company — 
craftsmen of the finest in carriages and automobile 
bodies since 1857. 








Write for details on how Judkins artists and engineers 
work together to build a commercial sales coach 
deserving of your product. 


J. B. JUDKINS COMPANY 


MERRIMAC, MASS. 
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The trade mark NICHROME is so well known throughout 
the world, it is frequently used to identify any NICKEL 
CHROMIUM resistance 


Since only DRIVER-HARRIS makes NICHROME specify on 
your orders ‘To be equipped with the Driver-Harris 


alloy ‘NICHROME 


IVER-HARRIS CO., HARRISON N. J. 





Here's the trailer used in the special broadcasting stunt described below 


TRAILER WIRED FOR SOUND 
MYSTIFIES WASHER PROSPECTS 


JACKSON, MO.—The C. H. Sander 
Sales Company recently put on an “Open 
House Day” announcing the new 1937 
Dexter washer models to their trade in 
connection with- which they featured a 
display of washers in a trailer parked at 
the curb. Appropriate signs invited the 
public to enter the trailer and inspect 
the display. On entering, the prospect 
found that there was no salesman in at- 
tendance but was startled to have an in- 
visible voice engage him in conversation 
about the washers and perhaps even ad- 
dress him by name. 

Of course, the secret to the whole plan 
was a two-way transmission system 


with a speaker set up in the trailer and | 
connected with Mr. Sanders, Sr’s office. | 


f 


i posi 








As someone would go into the trailer and 
look around, he would hear a voice emi- 
nating from a source he could not de- 
termine calling his attention to the vari- 
ous equipment in the trailer. Usually the 
person was rather dumfounded at first, 
but after a while perhaps ventured to 
reply to the quotations asked not know- 
ing who would hear them nor to whom 
they were talking. To their even greater 
amazement, their questions were an- 
swered, indicating that some invisible 
persons could see and hear all. 

Naturally this stunt attracted a lot of 
attention and Mr. Charles Sanders, Jr. 
who is in charge of refrigerator and 
Dexter washer sales says it helped them 
get a lot of good prospects. 





JPPARM IMPLEMENTS] 


ELGIN, ILL.—The McGraw Electric 
Company, manufacturers of domestic and 
commercial electric appliances, fuses and 
water heaters, commenced construction of 
a new $250,000 plant at Elgin, Illinois, 
this month. The company expects to com- 
plete building operations about January 1, 
1938. 

The factory building will have 100,000 
square feet of space on one floor and will 
be constructed entirely of daylight glass 
and steel. A two-story brick office build- 
ing will house administrative quarters. 

Adjacent to the 25-acre site on which 
the factory and offices will be erected, the 
company has an option on additional 
acreage for plant expansion and for em- 
ployee recreation grounds to be known 
as McGraw Park. 

Mr. McGraw founded the business in 
1900 as an electrical contracting firm but 





McGRAW ELECTRIC COMPANY 
BUILDING NEW FACTORY AT ELGIN 








mantis: 1 
mee: | 





“in 1903 entered the wholesale electrical 


supplies field, and in 1907 started to 
manufacture telephone equipment. In 
1926 the McGraw Electric Company was 
incorporated for the manufacture and sale 
of electrical appliances and equipment 
and the wholesale supply business was 
sold. They produce electric fuses mar- 
keted under the trade names Buss, Super- 
Lag and Fusetron, electric appliances sold 
under the Toastmaster trademark, Ther- 
motainer restaurant equipment, and Clark 
electric water heaters. 

Sales of the McGraw Electric Company 
for 1936 exceeded those of any previous 
year in the company’s history and the net 
profit of the company was greater than 
for any year since 1929. Sales for 1937 
have shown a much greater increase over 
the same period in 1936 than 1936 sales 
did over those for the same period in 1935. 
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The Handier to Use — £asier to 





















@ Vaculator glass bowls are 
guaranteed against heat break- 
age for ten years — even when 
used directly over open flame— 
if used according tothe following 
simple instructions: Always put 
water in bowl before placing it 
on heat. Never let bowl boil dry. 


10 YEAR 
GUARANTEE 


against faulty materials and 
workmanship. 


@ The unbreakable Vaculator 
filter-holder is of genuine stain- 
less Monel, and is guaranteed to 
fully protect the superior whole- 
someness and flavor of the 


























































































J and oe on ome oil flame, a Vaculator drink. 
‘¢~ in bowl, Actual hest breskage — Syi "yet See a ton ‘you 
vari canalwaysbedistinguishedfrom =the patented Vaculator filtering 
ari- any other kind of breakage by = system which makes Vaculator 
y the examining the broken bowl. handier to use and easier to 
first, @ Vaculator electric stoves are clean than any other coffee 
d to unconditionally guaranteed making device. 
now- Hill-Shaw Company, Mfrs. 
thom Chicago, Ill. 
eater 
an- : 
isible * 7 eS 
+: its a in the 
. 
and 
” FILTERING SYSTEM 
= Why are there so few volume manufacturers in an 3. ABSOLUTE CERTAINTY OF A CRYSTAL-CLEAR 
industry as “hot” as the glass coffee brewer industry DRINK EVERY TIME. 
a 4 is today? 4. Maximum filtering speed. a 
4 q 
, The answer is that it is too hard to design a thor- And this one best filtering system is fully covered Th NO th 
: oughly desirable filtering system without infringing by VACULATOR’S iron-clad patents. It cannot be ere 1S oO er 
the VACULATOR patents. copied. Take a VACULATOR and any other make $ 
pias ; home with you and convince yourself. No porcelain at 3 y oe 
Only ONE filtering system has ever been devised to break. No wet strings to be untied. No spring a 8 @ ® 
which is unbreakable and which offers ALL of the handles nor chains to slip out of wet fingers. No possi- Th er dood tee ob ff 
following advantages: bility of sediment getting through. b e one an rte y a . — giass te ee 
F — : . Yes, there are other filters which look somewhat rewer On the market today In ©-Clup OF larger 
|. Maximum simplicity and convenience in use. 14.) <aime at a glance, but only the VACULATOR filter. size, complete with high grade chrome electric 
2. Maximum ease of cleaning. ing system is fool-proof. stove, and listing at a price as low as $3.95, is 
K | ay CG the Century model Vaculator. 
Now add the fact that this $3.95 Vaculator has a 
of Glass Coffee Brewers PLUS roi definitely better filtering system than even the 
The fi ff highest priced competitive products — and the 
e finest cotiee Long fact that even this $3.95 Vaculator carries the 
-- making device strongest guarantee ever offered on a glass 
obtainable today. P t ° + f coffee brewer — and the fact that it carries the 
,' Electric model rofl or industry’s maximum jobber discounts. 
3 9 5 Can you afford to overlook such a volume-profit 
(7 cup) Yo u opportunity? 
LIST 
The Handier to Use... HILL-SHAW COMPANY 
Manufacturers 
trical 311 N. Desplaines St. Chicago, Illinois 
d to =- =; AL a = =6=6—6)—|(; i SC 
In r a 
was | HILL-SHAW CO. : 
| sale | 311 N. Desplaines St. 
ment I Chi 
was cago, Ill. | 
a Gentlemen: ; 
— ; | Please forward to us your catalog and latest discounts. | 
er- 
: : : | | 
clark Mail This Coupon for the WHOLE STORY ERATE TRA POT | 
\pany | | 
vious on the TR sierceenieisasniisinninepentcsansetinsanitninsaeeetsiaiansin | 
e net | | 
i Pee aed cea ae ee ek ee 
1 . | 
eam COMPLETE vaculator Line Me | 
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1935. ee Te ee eee 
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THE NEW PRexAir 


gets its “Noiseless Power’ 


from a Trouble-Free 


BLACK 
& 


DECKER 


REXAIR isa wand type cleaner which “air conditions 
as it cleans.” The dirt-laden air is drawn through a churn- 
ing water bath, washed clean, then re-circulated into the 
room as conditioned air. The unit may be used either for 
the routine tasks of household cleaning, or as an air condi- 
tioner to cleanse and humidify the air in any room. 


To make this possible, Rexair, Inc. developed a new 
principle of vacuum cleaner design. For the motor, Rexair 
naturally turned to Black and Decker—because working 
with vacuum cleaner manufacturers on their motor en- 
gineering problems has been our specialized business since 
1915. 

The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application 


of universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO,, KENT, OHIO 
formerly 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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Warren Telechron's district managers confer on plans for the coming season. 


Top row, Messrs. Davis, West, Frank, 


Pingree, Woodward; front row, Messrs. 


Blackburn, Trimble, Davis (vice president) and Cooper. 


Gs 


<I 


And here's pretty near the whole executive and engineering personnel of the 
Warren Telechron Company, gathered on the steps of the new factory. 


WARREN TELECHRON 
SALES CONFAB 


ASHLAND, MASS.—Warren Tele- | 


chron Company pioneer makers of syn- | 


| chronous, self-starting electric clocks, has 
| just completed its 1937 sales conference, 
which took place during the week of 
July 21. 

Over the week-end of the 25th of July, 
the various district managers and sales 


executives enjoyed a two-day cruise from | 


3oston to St. John, New Brunswick. 


During the conference they studied the | 


new models, sales policies and the com- 
pany’s fall advertising and promotional 
campaign. C. E. Davis, vice-president, 


|led the conference. District managers | 
|attending were: Guy Cooper, Pacific 


| Coast district manager; A. A. West, Chi- 
|cago District manager; H. E. Blackburn, 

Cleveland district manager; F. B. Davis, 
| Atlanta district manager; M. E. Trimble, 
| New York district manager; and A. W. 
| Pingree, New England district manager. 


'HORTON SHOWS 1938 
| LINE 


FT. WAYNE—A whole new line of 
1938 model Horton washers and ironers 
was shown to Horton district sales repre- 
sentatives, meeting recently at the factory 
in Fort Wayne, Ind. In presenting this 
| new line, consisting of nine washer 

models and five ironers, Joseph C. Lewis, 

Horton general manager, pointed out the 

advances and refinements which have 

been incorporated to create a greater 
value per dollar of price in every model. 

Kleen-Zoning, the exclusive Horton 
principte of washer construction, remains 
the basic structural feature of the washer 
line. 

Leading the line of nine washer models 
is the DeLuxe No. 381 with a distinctive 
octagonal cabinet enclosing a full size 

| porcelain enamel tub. Included in the 
| line are two gasoline powered washers. 

Outstanding among features of the 
Horton ironers is the distinctive ironer 


Horton's district sales representatives see the unveiling of the 1938 washer and 


ironer line. 
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Joe Lewis, Horton's general sales 
manager gives a demonstration to a 
group of district sales representatives. 


shoe, scientifically designed for low cur- 
rent consumption. Automatic heat con- 
trol and other convenient features are 
embodied in the various models. In- 
cluded in the line are four ironers mounted 
on separate stands and one attachment 
model for use in the wringer post of any 
Horton washer. 

Horton district sales representatives 
were enthusiastic over the features of the 
new merchandise and predicted a similar 
reception by Horton distributors and deal- 
ers. The sessions closed with a trip 
through the factory following which the 
sales representatives returned to their 
respective territories to carry the news of 
the new line to the trade. 





NORGE RANGE SALES UP 


DETROIT—Norge gas and electric 
range sales skyrocketed during the first 
six months of 1937, sales increases being 
41 per cent over the first six months of 
1936. Open orders at the end of June 
represented approximately two months 
business, indicating that this sales mo- 
mentum will continue throughout 1937. 
June sales were 2824 units higher than in 
any previous month since Norge first 
entered range manufacture. 

Range sales have outstripped the pres- 
ent production capacity of the Detroit 
plant, necessitating the construction of a 
new range plant at Muskegon, Michigan 
which is now nearing completion. 





Wholesale Radio Service Now 
in Boston 


_BOSTON—Wholesale Radio Service 
Company, Inc., of 100 Sixth Avenue, 
New York City, has added another link 
to their growing chain of establishments 
with the opening of their beautifully 
fitted display and salesroom at “110 Fed- 
eral Street, Boston, Mass., with Mr. 
Michael Scott in charge. The new store 
will serve as headquarters for radio 
servicemen, P.A. engineers, amateurs, ex- 
perimenters and short-wave fans living 
in the Boston area. 





162 New Dealers for Anchor-Lite 


.PITTSBURGH—One Hundred and 
sixty two Crosley radio dealers were 
opened during the month of July by the 
Anchor Lite Appliance Company, 955-957 
Liberty Avenue, Pittsburgh, wholesale 
distributors for Crosley radios, refrigera- 
tors, washers and ironers, Xervacs, York 
air conditioning units and Eureka ranges. 
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Orn MINUTE WASHERS are manufactured by an old 
reliable company who have always given the independent dealer a 
square deal and dependable merchandise. One Minute and inde- 
pendent dealers are “Old Friends”, and “Faithful Friends”, because 
each has prospered through their mutual friendship over a period of 
nearly forty years. 

Dealers selling the One Minute line are daily establishing 
new records. Sales are steadily climbing from month to month. The 
American housewife has accepted the 1937 One Minute because it is 
new, has the stunning beauty they appreciate, and the lasting qual- 
ity which has been standard with One Minute for nearly forty years. 

One Minute bonded gear case insures lowest cost per 
washing. Large capacity tub with heavy splash crown, gives greater 
washing space. Largest agitator of any washer. Giant Hi-Vane with 
six blades gives more water action, with less current. Exclusive 
aluminum leverless wringer. Striking beauty without use of unneces- 
sary levers and controls. One Minute reveals real beauty, quality 
and finest engineering design. Write for full details of the One 
Minute dealer franchise. 


ONE MINUTE 


WASHER COMPANY 
NEWTON, IOWA 



















DEALERS ASK 1-YEAR 
GUARANTEE, 2-YEAR 
TERMS 


BIRMINGHAM—Copy of Resolution 
Submitted by Resolutions Committee and 
unanimously adopted by ‘members of 
Alabama Furniture Dealers Association 
Assembled in Annual Convention, July 
28-29th, in Birmingham, at the Tutwiler 
Hotel. 

Be it resolved, whereas the manufac- 
turers and jobbers of electric refrigera- 
tion are advertising featuring five and 
ten year guarantees on electric refrigera- 
tion, and whereas, we in convention .as- 
sembled have come to the conclusion that 
this five, ten-year guarantee constitutes 
a menace to the appliance business. 

Whereas, we find that these guarantees 
are a burden on the dealers exclusively, 
and whereas, we find that this guarantee 
is not necessary and is not essential, and 
is uncalled for. We go on record as 
opposing such guarantees and are recom- 
mending that a maximum of 12 months 
should be the guarantee on electric re- 
frigeration. 

Whereas, we find that the same man- 
ner regarding advertising by manufac- 
turers and jobbers are also featuring a 
three-year payment plan and in some 
cases even longer terms, and whereas we 
find that this is also unnecessary and detri- 
mental to the best interest of the elec- 
tric refrigeration business. 

We go on record as opposing this long 
term plan, and are recommending that 
the maximum terms granted should not 
exceed twenty-four (24) months. 

Be it further resolved that a copy of 
this resolution be sent to the manufac- 
turers, jobbers and finance companies and 
the entire membership of the Alabama 
Furniture Association. 


2,000 WINCHARGERS IN 
30 DAYS 


The Wincharger Corporation, world’s 
largest manufacturers of wind-electric 
equipment, announced that in the thirty 
day period ending August 15th, they have 
seen unprecedented sales of their 32-volt 
Giant Winchargers. Over 2,000 units 
were sold during this time. Included in 
this figure are a great many Giant Win- 
chargers which were ‘shipped to foreign 
countries, 

32-volt Giant Winchargers have opened 
a new field for radio and electrical appli- 
ances. There is now a greater demand 
than .ever before for 32-volt radios, 32- 
volt household equipment, and other elec- 
trical appliances. 


Clothes Hamper Goes With 
Hotpoint Washer 


CHICAGO—The Hotpoint Home 
Laundry Division is offering a deluxe 
clothes hamper with each sale of a Hot- 
point Plymouth model washer in a spe- 
cial vacation campaign for dealers and 
distributors extending to September 15, 
it is announced by G. H. Smith, manager 
of Hotpoint Home Laundry Sales. The 
washer and clothes hamper are offered at 
the price of the washer alone. 

The campaign is supported with spe 
cial handbi!ls, window streamers, folders 
and newspaper ads for the use of dealers. 


PREVENT CORDITIS... 


Be sure all of your electrical products have the plus sales and 
service values of nationally advertised* Belden Electrical Cords 


Belden Manufacturing Company, Chicag< tag “etl tale General Cable 


General Cable Corporation announces 
the appointment of Mr. R. S. Hopkins as 
Manager of the New York Sales Office, 
205 East 42nd Street. 
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1, "GREIST" CATALOG SIMPLI- 


FIES DEALER HANDLING 
The 1937-8 edition of the Greist 


erarpemp | Co.’s is 
divided into 4 sections in f 


: form. Each section is devoted to 


one of the ety major di- 
visions: “White Knight” pedestal 
and floor lamps, “White Knight 
swinging arm lamps, Corrected 
Light V. A. Iluminators, and the 
Greist art ware line. Remaining 
items are on single sheets. Addi- 
tional information on request. 


2. "THE HOME THAT RUNS 
ITSELF"-G-E REPRINT 


This is a 12 page General Elec- 
tric reprint of the article which 
appeared in Popular Mechanics 
Magazine. A thoroughly interest- 
ing account of an electrified 
home, it is the kind of material 
which appliance prospects will 
read from cover to cover. Rates 
extremely high in consumer pub- 
licity value. 


3. "NORGE" HOUSE ORGAN 


Published monthly by Norge Di- 
yision, Borg-Warner Corpora- 
tion, this intimate little journal 
for Norge distributors, dealers 
and salesmen is one of the best 
of its kind. Its 32 pages, 
crammed full of selling ammuni- 
tion, include a novel “ - 
edy” that will help polish up sales 
presentations. A check on the 
card brings it. 


4. "HOTPOINT" FURNACE COIL 
FOLDER 


“Can You Solve This Modern 
Mystery?” is title of new (“‘Hot- 
point”) folder designed to ac- 
quaint prospects with the facts 
of furnace coil water heating and 
the advantages of automatic elec- 
tric hot water service. Ample 
space is left for dealer’s own 
message and imprint. 

Proofs of a new series of 
newspaper ads are also available. 
And G-E makes no charge for 
either mats or electros. 


5. NEW “TOASTMASTER” LIT- 
ERATURE 


An 8-page, four-color dealer 


- broadside illustrating the current 


“Toastmaster” line and calling 
attention to company’s fall ad- 
vertising campaign; a 16-page 
‘Consumer booklet, “The Party's 
On,” which uses “new games and 
‘ntertainment ideas” as an_atten- 
tion-getting device; and two col- 
orful dealer-imprint leaflets have 


been prepared by the Toastmaster 
Products Division of the Mec- 
~Graw Electric y. The 
broadside and 


of the 
Consumer literature are yours on 


er. request. Use the card. 
_ 6. AUGUST ISSUE OF "MAYTAG 
_ NEWS" READY 








| Latest edition of this pithy tab- 
loid-style 


house i 
for distribution. Its 16 
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REE SALES HELPS 


@ Knowledge is power —and good merchandising. No man can know too much 
about his merchandise — and about the literature and other sales aids pro- 
vided by the manufacturers to help him sell it. To keep posted, take advantage 

| of the free sales helps listed on this and the following page. Circle the numbers 


of the items you want on the prepaid-return postcard—sign—detach and mail. 
You'll get full details free. 








pages contains gobs of selling 
tips and repr etions p news, 
as well as almost 150 pertinent 
pictures. Want it? If so, “check”! 


7. “SELLING LOVELL-EQUIPPED 
WASHERS" 


This 48-page handbook published 
by the Lovell Mfg. Company: will 
tell you hosts of things you never 
knew about washers and what so 
often makes or breaks the 
washer sale—the wringer. You'll 
be surprised by the wealth of 
sales ammunition; for example, 
why Lovell Wringers use wood 

i instead of metal, etc. 
You'll want this book not merely 
as a review of your wringer- 
washer sales presentation, but as 
an addition to your library of 
useful literature. 


8. “VOSS” STRESSES SAFETY 


Voss Bros. Mfg. Company’s new 
broadside spotlights safety fea- 
tures of Voss Wringers and an- 
nounces y's new 1938 line 
of washers. Free for the ask- 
ing—and a check next to this 
number. 


9. CURRENT "SUPERFEX" PRO- 
MOTION MATERIAL 


The Superfex line of Oil Burn- 
ing Heaters is described in an in- 
formative 16-page booklet issued 
by the Perfection Stove Com- 
pany. For a sample copy, check 
this number. 


Il, “ROYAL” RETAIL MANUAL 


Prepared by the P. A. Geier Co., 
tg “pe this rier a con- 
tains s of valuable selling 
data on Roval Vacuum Cleaners. 
The complete Royal line is illus- 
trated and special features of each 
model emphasized. Approximately 
60 newspaper cuts (mats or ster- 
eos free) are reproduced, a model 
helps sibel yotorys 

are descri -in 
samples of circulars included), 
and useful technical information 
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12. "CARRIER" REFRIGERATION 
AND_ AIR-CONDITIONING 
STORY 


A new semi-technical and beau- 
pena rose manual on Centri- 
uga rigeration—reported to 
be the only one of its kind—has 
Corporation of Newark. Also 
sot le oe awe et — 
“Carrier Air- stioning — At 
the Mere Cost of Water”, which 
introduces company’s latest de- 
velopment, air-conditioning with- 
out refrigeration equipment. 

From same source comes a 12- 
page booklet describing Carrier 
Equipment available for indus- 
trial air-conditioning, refrigera- 
tion, and space heating. Feature 
of this piece is an explanation of 
por ingree under which the 
equipment best operates. 

Check ths card for this im- 
portant air-conditioning literature. 


13. "G-E". DISHWASHER _IN- 
STRUCTION AND PROMO- 
TION PIECE 


€ 
A 16-page book called “Your 
General Electric Dishwasher” is 
hot off the press. Designed not 
only as an instruction book on the 
use and care of the dishwasher, 
but also as a sales tion. 
Attractively printed in two colors 
and gives a clear complete story. 


14, PORCELAIN ENAMEL FACTS 


“Production of Castings for Por- 
celain Enameling’, as new hand- 


book just published by the Porce- 

lain Enamel Institute is named, 

is result of a year’s tive 
work by foundrymen and repre- 
sentatives of the porcelain enam- 
eling industry. 

booklet illustrates the im- 
proper and proper designs of 
castings and is divided into easily 
understood sections. Your sample 
copy in return for noting this 
number on the card. 

15. “WHITING” OFFERS NEW 
CONSUMER BROCHURE ON 
STOKERS 

ote idea of Whiting Corpo- 
ration’s effective new promotion 
piece is “greater heating luxury 
at a lower cost.” Printed in three 
colors, abundantly illustrated, and 
interestingly written in non-tech- 
nical , this book should 
help salesmen boost their sales. 

Its 28 pages of useful consumer 

information are too valuable to 

miss. Add this to the wanted 
items. 

16. "WARREN TELECHRON” 
SALES HELPS 


New sales helps, circulars and 
window display material prepared 
for free distribution to dealers by 
the Warren Telechron Co. in- 
puckeh tatalag’ dhowrieg the Sona 

t og i entire 
current line; giant catalog sheets 
for dealer use ; and a complete set 
of newspaper advertising forms, 
ready for the dealer’s imprint. 
Dealers interested in greater 
clock sales will want details. The 
card brings ’em. 


MORE ON THE FOLLOWING PAGE 
Check the item you want on the reverse of this card. 
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17. AUTOMATIC COAL FIRING 
FEATURES BY “LINK-BELT” 


With heading, “The finest Auto- 
matic Heat that money can buy,” 
Link-Belt Co.’s new book (No. 
1469-B) takes the reader pic- 
torially through the features of 
automatic firing with coal. This 
number checked on the card will 
bring your copy. 

18. “SILEX” PREPARES FOR 
XMAS 


First holiday item to reach our 
desk in Silex Company’s. special 
Christmas wrapper, a slip cover 
or open end over box that slides 
right over the regular Silex con- 
tainer, Wrapper, which folds flat, 
is made of sparkling silver foil 
with holiday design printed in 
red and green. For full informa- 
tion circle this number. 


19. "KOOL-KLEEN CONDITION- 
ERS" PAMPHLET 


Consumer piece put out by Kool- 
Kleen Air-Conditioning Com- 
pany, Newton, Iowa, describes 
company’s two models, both of 
which employ i ice for cleaning and 
washing the air. Pamphlet claims 
Kool-Kleen offers “Air Condi- 
tioning Far Below Usual Cost”. 


20. “HOME LAUNDERING” BY 
WESTINGHOUSE 


This is a de luxe consumer book 
just released by Westinghouse 
Electric & Manufacturing Com- 
pany. Containing complete up- 
to-the-minute facts gathered as 
result of actual experience, the 
book reports findings not only of 
Westinghouse Institutes but also 
home economists, home service 
directors, editors of women’s 
magazines, and home makers all 
over the country. This compre- 
hensive story on “the easiest, 
quickest and cheapest way to 
launder at home”, should collect 
and convert many wash and 
ironer prospects. “Home Laun- 
dering” is a book not to be 
missed ! 








FREE SALES F 


The dealer helps and literature itemized on these pages spell OPPORTUNITY. | 
Cat on by cheng, sing and sag he ered et Ye beta of 


this page — NOW. 


‘ 








21. “SPEED SHAVER" PROMO- 
TION MATERIAL AVAILABLE 


Country’s going for elec- 
tric shavers—and here's an item 
for dealers who are going with 
it: Knapp Dry Shaver Corpora- 
tion is seule “Speed a new folder 
on its electric Shaver”. 
Short and simple, but apt to the 
point. 


22, “COOLAIR" MANUAL 
GOOD LIBRARY ITEM 


A new edition of the 28-page 
“Instruction and Installation 
Manual” for Coolair Ventilating 
and Cooling Systems has been 
prepared by the American Coolair 
Corporation. Book is crammed 
to the hilt with factual informa- 
tion and should be in hands of all 
air-conditioning service and in- 
stallation men. Check the card 
now for your copy. 


23. “SPENCER” THERMOSTAT 
CATALOG 


A new 48-page catalog showing 
Klixon thermostatic controls has 
just been released by Spencer 
Thermostat Company. 

Included in this catalog are 
electric and gas actuated controls 
for heating appliances, room 
thermostats, limit controls for 
steam, hot water, and warm air 
h@ating systems, stoker timers, a 
number of thermostatic electric 
switches and cut-outs for built-in 
applications, thermal relays, self- 
closing temperature and pressure 
relief valves for hot water supply 
systems, etc. 

Manufacturers of equipment 
involving temperature control 
should find this material useful. 
The card brings the catalog. 


MORE ON THE PRECEDING PAGE 





Check the item you want on this 
card — sign — detach and mail. 
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25. "NO TRO” IRONING CORD 
FOLDER 


A new two-color consumer piece 
has been prepared by the No-tro 
Electric A Corporation, 
Chicago, on its “Wrist-Action 
Ironing Cord”. Sample on re- 
quest. 


26. FACTS ON ANCHOR 
"KOL-STOKER" 


Recently released by -Anchor 
Stove and to. Inc., this 
hard hitting fo features com- 
pany ’s newest model stoker, the 
‘Fire Chief.” Good factual pres- 
entation made from consumer 
angle. 


27. “'400' DEEP FRYER" STORY 
BY RUTENBER 


Another interesting little con- 
sumer pamphlet is one issued tc 
Rutenber Electric Compan 

the Marion “400” Deep pio 
Emphasis on pictures which tell 
selling story at a glance. Check 


the card for your sample copy. 


28. BELT CATALOG OFFERED 
BY "GILMER" 


This book contains 82 pages of 


helpful information more 
than 300 makes of small 
units. Listi which 
complete and accurate, should 
prove useful to appliance men. 
29. FREE DEALER HELPS FROM 
“HAMILTON BEACH" 
Hamilton Beach has a. 


30. ""EUREKA'S NEW 
CATALOG READY ed 





The Eureka Vacuum Cleaner Co.’s é Ae 
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Deal”. The card brings full in- 


formation. 









33. "WESTINGHOUSE" 
VACUUM CLEANER FACTS _ 


Four new cleaners, including a 


pany. Check the card for your 
copy. 


34. “WESIX" 
MATERIAL 


Al book, “Tested Selling — 
‘or Wesix in 1937”, show-— 


have made new. 


TS 
eater Company of San Fran- — 


35. “SALES MANUAL FOR 
PORCELAIN ENAMEL" 

Porcelain Enamel Institute, Inc., 

has a new book chuck full of 





selling points and ed to. 
further the sale of products in 
which porcelain enamel is 
Your copy is free ; the card brings — 
it. . S 
bs 
“JUDKINS” TRAILER LIT. 
ERATURE . 
Prominent among the manufac- 
turers of commercial trailers is 
the J. B. Judkins ¢ which 
adaptation 
tion 
in particular. 
low-down 
37. 
CA 
Catalog “L”, 
Hoskins 
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GET SMALL 
APPLIANCES 
UP FRONT 


HEN the Zabel-Martin Co., 

Kenosha, Wis., installed a spe- 
cial small appliance section at the front 
of the store, displaying these items on 
shelves in a neat manner, sales jumped 
50 per cent, according to E. Zabel. 

These appliances were put in a place 
where people who entered the store 
had to see them. The store manage- 
ment made it easy for people to buy, 
and they bought. Furthermore, the 
rack was made large enough so a fine 
stock could be put on the shelves to 
offer prospects a good selection. This 
has helped sales a great deal as well. 

The display shelves were also 
lighted by indirect lighting and this 
made it stand out very well and at- 
tract attention. The firm advertised 
its small appliance section in the news- 
papers regularly with the result that 
many a woman who wanted to buy a 
toaster, waffle iron or iron came in to 
inspect the stock. 

“The biggest value of this depart- 
ment,” declares Mr. Zabel, “is the 
prospects it has brought us for radios, 
washers, refrigerators, ironers and 
vacuum cleaners. Whenever possible 
we tried to get the names of the pur- 
chasers of these small appliances. We 
tried to interest them in larger appli- 
ances, too. If we were unable to do 
this at the time they were in the store, 
we would have a salesman make a 
followup call at their homes. This 
type of selling netted many larger 
orders.” 

Mr. Zabel reports that many people 
come to inspect the small appliance 
section, saying they have been sent 
there by a friend who had made a 
purchase of an appliance. Such pros- 
pects are always pleased at the large 
stock of small appliances and the 
privilege of buying some of these 
items on the time payment plan, if 
credit conditions are approved. Espe- 
cially during the Christmas holiday 
season does such a section attract 
many prospects, says Mr. Zabel. Men 
and women, seeking proper gifts for 
loved ones at the last moment never 
go wrong when they buy a small ap- 
pliance, and they find what they want 
at the Zabel-Martin store. 





Allied Purchasing 


Allied Purchasing Corp., successor to 
the Hahn Department Stores group, an- 
nounce that Jerome Swartsberg; assistant 
market representative for home furnish- 
ings, major appliances, radio and hard 
lines, has been transferred to the Chicago 
office of the Company where he will act 
as market representative. No successor 
has been appointed. 





ALMA Trailer 


Frank H. Joyce, president of the Alma 
Trailer Co., has announced the appoint- 
ment of J. E. Roberts as vice-president in 
charge of sales. Mr. Roberts, formerly 
with Hupp and Covered Wagon, brings 
to Alma a wide and diversified experience 
M automotive and trailer merchandising. 











ENDURING ECONOMY 


@ When you sell a Dry-Zero insulated refrigerator, you 
give your customer ENDURING ECONOMY in refrigera- 
tor operation. Only Dry-Zero Insulation has inherent 
and permanent resistance to the 3 worst enemies of re- 
frigerator insulation—settling, water vapor, and rot. Dry- 
Zero Insulation lasts for the entire life of the refrigerator. 


Laboratory tests have proved that Dry-Zero Insula- 
tion keeps its unique heat stopping efficiency for 
years—for as long as the refrigerator is used. This 
durability is inherent in the ceiba fibre used to make 
this high efficiency insulation. 

Dry-Zero Insulation never soaks up water. It does 
not settle or pack down. It never rots or disintegrates. 
It keeps its heat stopping efficiency year after year, 
for as long as the refrigerator runs. 

This durability of Dry-Zero Insulation means not 
only a saving in electric current the first month and 
first year, but also for every year the refrigerator is 
used. Tests prove the savings range from 20c to $2 
per month. These savings to the householder are a 
distinct sales advantage to you. 

You, and every other dealer handling a Dry-Zero 
insulated refrigerator, can use these facts as effec- 
tive sales ammunition. Write for a supply of Dry-Zero 
Insulation folders for use in telling the Dry-Zero story. 
Dry-Zero Corporation, 222 North Bank Drive, Chi- 
cago; 687 Broadview Avenue, Toronto. 


DRY: ZERO 


REG. U.S. PAT. OFF. 


ENS ULATION 
The Most Efficient 


Commercial Insulant Known 
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IS THE ONLY 


24 


REFRIGERATOR 
INSULATION 





WHY .24 MEANS SALES FOR 
REFRIGERATOR DEALERS 


You have an outstanding sales value for your prospect 
when this .24 insulation is used in the walls of the refrig- 
erator you sell—because it means SUPERIOR heat stopping 
efficiency. It means that room heat is more effectively 
kept out of the food compartment. It means less money 
spent for electricity. All of this means constant refriger- 
ation economy—a money saving every month of the year 
for the entire life of the refrigerator. Dry-Zero Insulation’s 
-24 heat stopping rating is the highest of any commercial 
insulant, according to tests made by the U. S. Bureau of 
Standards and other authorities. 
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| NORGE DUOTROL IRONERS... 
| NORGE AUTOBUILT WASHERS... are the natural companions to the Norge washers. A satis- 
| with extra-value convenience features, refrigerator-porce- fied washer owner is the finest prospect you can find for a CA 
| lain tubs with steam-sealed covers, clothes-saving pressure- Norge Duotrol Ironer. Talk about the double thermostatic A 
| indicator wringers, sealed-in-oil Autobuilt transmissions heat controls on the scratch-proof, chromium-plated Ff be 
| —bring in prospects that are anxious to be sold. But whena shoe, the movable knee-control, heat-trap dome, - 
| demonstration closes the sale, it's really just the beginning... porcelain table-top covers...and you'll make another sale. >| 
0 
SW 
| AND ANOTHER AND ANOTHER : 
| vas Zag a 
NORGE ROLLATOR REFRIGERATION NORGE CONCENTRATOR RANGES = 
Three lines—each one the outstanding leader jo 


Both gas and electric models lead in exclusive 
) in its price class. Each a genuine Rollator re- 
frigerator. Most Low-Temp and Deluxe models 
have 12 different flexible interior arrangements 


features, beauty, performance. The natural sales au 
appeal of these ranges plus the desire of Norge 
owners to make their homes completely Norge give 

















| 
| 
\ CI 
| —instantly changed, exclusively Norge. dealers an unequalled opportunity for range sales. - 
y) 
| pr 
| bs 
| INVESTIGATE the Norge proposition today. ne 
| Get in touch with your nearest distributor or write Al 
| direct. Liberal finance plans make it easy to be a a 
| Norge dealer. A smashing sales promotion and e 
advertising campaign is helping dealers break all- 
time sales records. Don’t miss this opportunity Whus Lelie Home Kppliances. 
| to make money with Norge. ': 
| mi: 
NORGE DIVISION Bore-W, ‘ . ROLLATOR REFRIGERATION (Domestic and nme Afplicnces. @ GAS AND ELECTRIC RANGES te 
| org-Warner Corp, Detrost, Mich. WASHERS AND IRONERS @ WHIRLATOR OIL BURNERS @ GAS BURNERS @ FINE-AIR co 
FURNACES @ COAL STOKERS @ AIR CONDITIONING @ CIRCULATOR ROOM HEATERS on 
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10 WESTINGHOUSE Laundry 
Equipment 
Westinghouse Electric & Mfg. Ce., 
~ Mansfield, Ohio. 
Models: “White Fleet” line of 1938 
"laundry equipment consists of 5 wash- 


ers, 4 ironers and 3 gas engine wash- 
ers all matched for ensemble selling 











THE PRODUCT PARADE 


@ in which new products and merchandise pass in review for your benefit. 


























; to harmonize in the completely planned Electrical Merchandising will bring you further details of the products listed in 
\ laundry. this section (and any other merchandise on which you desire information) with- 
out cost to you. Simply check the items you're interested in, on the prepaid 
7 
return postcard on the “Free Sales Helps” page 76 
regulated separately; adjustable knee 
lever or finger-touch control; conven- 14 HOTPOINT Range 
ient pressing lever and an added re- Edison General Electric Appliance Co 
lease which opens shoe for steaming 5600 W. Taylor Ave., Chicago, [Il 
velvets, etc.; roll 7 in. diam. 26 in. . “ i ae 
long; full open end; 1/6 hp. motor: Model: New 1938 Dorchester range. 
cabinet swings open at touch of but- Description: Built-to-floor type range 
ton, becomes convenient shelf; exten- equipped with new chromium trimmed 
sion shelf on left; on and off switch lamp with tubular Lumiline bulb; new 
for motor and element; pilot light shelf with condiment jars and new 
wie 7 F indicates when current is on. Time Chime; chromium hardware 
Description: All washers equipped with with black Textolite supports; rein- 
new turbulator of Lynite with 4 upper forced door with concealed roller 
and 4 lower wings with ribs and per- 12 TOASTMASTER Hospitality catches and broiler stop; 3-Hi-speed 
forations to give natural washing Tray Sete Calrod units; 6 qt. Thrift Cooker ; 
action; corrugated tubs; 4 hp. motor ; pilot light on switch panel indicates 
and sediment zone are other features McGraw Electric Co., Minneapolis, when oven reaches desired tempera- 
in all “yom 2 cet Minn. ns large, easy sliding storage 
CSP-93 Spinner-Dryer basket is 1- : rawer; appliance outlet on switch 
piece porcelain enamel cone with no Models: Deluxe and Standard hospi- panel; Na coatauie oven temperature 
perforations, wider at top to facilitate tality tray sets. coueals Gules of obecrdbda or 
loading; 1000 r.p.m.; lid cannot be Description: Built around 2-slice, au- porcelain with Calgloss body.—Elec- 
lifted while operating; water is dis- tomatic Toastmaster toaster, Deluxe trical Merchandising, Septemper, 1937. 
EE ae oe 
rou. turret which turns in any y 
Steal position; outlet in turret ond : —— dishes; large tray available in walnut f 
automatically empties tub; white porc- AG-3 and AH-3 Adjust-o-matics fea- or mahogany specially finished to re- ee : 
elain enamel finish with black trim; ture divided heating elements with sist alkalis, acids and alcohol. 
adjustable legs. separate thermostats 26 in. roll, 7 in. Standard set same as DeLuxe with- he ae 
} diam. AG-3 equipped with cabinet. out cutting board and knife; 1 lap :— = . 
re - ‘ tray only; relish dishes of different a : ee 4 
AI-3 pod ' Sit model = design sag ; 
quiet, full enclosed mechanism, rub- ‘ , . ’ i, 
ber mounted motor; rubber padded ry a a —_ = : i 
knee or finger touch control; full a pe gue 5 daes y i, 
open end 26 in. roll. Other items in Toastmaster line ———— 
All ironers finished in white with include 2-slice fully automatic Toast- 
black trim to match washers.—Elec- master; non-automatic Toastmaster 
trical Merchandising, September, 1937. Junior; automatic 1-slice toaster and 
automatic Toastmaster waffle-baker 
* with instant acting temperature con- 
trol and red light indicator. 
s 6 Prices: DeLuxe tray set, $23.50; Stand- + 
" ard tray set, $19.95; extra lap trays, 
tis- $1 each; folding .- $5.95; 2-slice ‘5 
Toastmaster only, $16; Toastmaster sh 
ra CAP-03 DeLuxe wringer type washer Jr., $7.50; 1-slice Toastmaster, $10.50 ; HORTON Washers 
tic 9 Ibs. capacity ; tub and Bas a mount- Waffie-Baker, $12.50.—Electrical Mer- Horton Mfg. Co., Fort Wayne, Ind. 
ed in rubber; soft rubber roll wringer chandising, September, 1937. Models: Horton Senior and DeLuxe 
ted with touch-bar safety release, handy No. 381. 
feeder with dry feed board with auto- . Description: Horton Senior equipped 
ne, matic reversing drain which enables with 23 in. porcelain tub in mottled 
clothes to be fed to rolls automatically silver gray with pearl gray skirt and 
ile by applying slight pressure on bottom legs; 3-wing low-vane agitator, 14 in. 
of feeder; 8 positions; on and off diam. operating on long swing at 
switch starts and stops motor; pump. slow speed; sealed mechanism, micro- 
CBP-83 Master model, 8 Ibs. capac- matic adjustment; pressed _ steel 
j ity, equipped with safety pressure re- wringer, balloon rolls, bar type re- 
ease wringer with dry feed board and 1] UNIVERSAL Cl lease. Horton DeLuxe Kleen-Zoning 
5 — reversing drain; 8 locking eaner washer No. — oe cabinet Bw 
positions. — a a closes 32 in. tub; floodlight enables 
" CCP-73 Standard washer, 7 Ibs. ca- kantne, PIs y An oe ee quick inspection of wash; jeweled 
pacity; equipped with streamlined, - driving mechanism sealed; chromium 
s automatic pressure wringer with touch Model: E. 440. plated wringer, push-pull bar safety 
@ bar pressure release and handy clothes Description: 2-speed air cooled ball release ; choice of light gray or white 
eeder. bearing motor operates at high or finish with black legs. Entire line 
e CDP-63 Leader, 6 Ibs. capacity; fea- low speed depending on type of floor Sie 9 Pere are 7 ner ooo and 
. tures fast compact safety wringer, leaf covering to be cleaned; oilless bear- Foti ae Merchandising, 
type spring pressure with screw type ing motor driven brush requires no speaeeey, ; 
Pressure adjustment and safety re- oiling; streamlined headlight; radio 13. REMINGTON-RAND Razor 
lease; adjustable drain board ; controls interference eliminator; pedalever — C % J 5 
for turbulator and wringer located on nozzle adjustment permits 5 positions ; Genera Bride rP CG ames st., 
wringer gear case. pedalock tilting device and handle veagepert, Conn. 
All washers are finished in white stop; dust proof, envelope type bag ; Device: Remington Rand _ Close- 
Porcelain with black trim, and are new large core revolving brush; ad- Shaver. ; 
available with or without drain pump. justable brush bristles; streamlined ; Description: New precision shearing 
attachments available with cleaner head ; double cutting surface ; combing 
| include 8-ft. web covered hose, 30 in. bar lifts flat hairs; special high-speed 
ae ie a aa drapery ~—_ Westinghouse motor, a.c. or d.c.; op- 
Description: AF-3 DeLuxe Adjust-o- wiiny Ofus radia tom, dower erates at any angle. 
GES matic console ironer features 2 speeds ; connector, demother, can of deodorant. Price: $16 complete with pigskin case, 
temperature range of 250 to 450 degs. Price: $59.95 cleaner only; attachments cord and special cleaning brush.— 
-AIR controlled by 2 separate thermostats $8 extra—Electrical Merchandising, Electrical Merchandising, September, 
ERS on divided heating element; each end September, 1937. 1937, 
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12 Ibs., has many of DeLuxe ‘features 
such as nozzle adjustment, dynam. 
ically balanced armature and fan re. 
duced vibration motor, rubber bumper, 
etce.—Electrical Merchandising, Sep. 
tember, 1937. 
























































































16 MANNING-BOWMAN 


Waffle Iron 
Manning-Bowman & Co., Meriden, 
Conn. 

Device: Twin reversible waffle-iron 


Description: Bakes two full size waffles 
at the same time; takes up no more 
room than ordinary iron, has same 
operating characteristics. Top and 
bottom sections hold 7-in. diameter 
aluminum waffle grids equipped with 
Nichrome heating elements; chro- 
mium finished; mounted on two wal- 
nut Bakelite standards set on round, 
chrome tray. Weight 10 lbs.; watts 


8/95. 


Price: Retail, $12.50.—Electrical Mer- 
chandising, September, 1937. 





17 CHASE Coffee Makers 


Chase Brass & Copper Co., 10 E. 40th 
St., New York City 


Models: “Comet” coffee-maker ; Comet 
Coffee maker and service; French 
coffee maker  service—respectively 
Nos. 17084, 90120 and 90122. Also a 
“Coronet” coffee urn and “Coronet” 
coffee urn service—Nos. 17088 and 
90121. 

Description: Comet coffee maker has 
well-type unit in 7-cup _percolator. 
Polished chronium finish, white plas- 
tic handle; 84 in. high, replaceable fuse 
protects heating element and retails for 
$8.95. 

Comet coffee-maker service has 
same 7-cup percolator described above 
with the addition of creamer and sugar 
bowl finished to match. $14.95. 

French coffee maker service com- 
prises drip coffee maker with match- 
ing cream and sugar and electric hot 
plate on which coffee may be kept 
hot. Coffee pot is 9% in. high, 32 in. 
dia.—creamer, 2§ in. high, 3 in. dia. 
—sugar, 33 in. high, 3 in. dia.—hot- 
plate 58 in. dia., 648 in. wide, 23 in. 
high—tray 12% in. wide, 173 in. long, 
edge 5/ in. high. Finished in chro- 
mium with black plastic handles and 
knobs; tray with black composition 
base. Retail price $19.95 for complete 
service, 

“Coronet” coffee urn has 18-cup 
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capacity for buffet parties; two heats 
are provided—one for coffee-making 
and one for keeping it hot; low heat 
90 watts, high heat 900 watts. 12 in. 
high, it is finished in polished chro- 
mium with white handles, knob and 
base. Retail price, $19.95. 

“Coronet” coffee urn and service 
comprises percolator described above 
with matching sugar and creamer. 
Retail price for whole service $28.95— 
Electrical Merchandising, September, 
1937. 





18 G-E Dishwashers 


General Electric Co., Specialty Appli- 
ance Sales Div., Appliance & Mdse. 
Dept., Nela Park, Cleveland, O. 

Device: New line of G-E dishwashers 
and sinks. 

Description: Features include simpli- 
fied operation with detergent cup 
mounted in hinged center section of 
top tray designed so that detergent 
placed in cup while loading dishes 
will be washed into solution only 
after initial spray has been completed ; 
vented hinges tighten to hold cover 
upright; recessed handle; white glyp- 
tal-baked enamel cabinets; trays hold 
80 dishes all sizes and shapes _in- 
cluding glassware and silverware; 
GE-dishwasher unit available sepa- 
rately or installed in dishwasher cab- 
inet or in a GE sink which includes 
a GE disposall; cover, hinged to tub, 
comes in porcelain, Monel Metal or 
stainless steel. Coincident with an- 
nouncement of new GE dishwashers, 
Whitehead Metal Products Co., 
New York City, announces a complete 
line of Monel Metal sinks in 10 stand- 
ard models 48 to 144 in. long, designed 
for GE dishwasher and disposall. 
Tracy Mfg. Co., Pittsburgh, Pa. and 
Elkay Mfg. Co., Chicago, Ill. are de- 
signing custom-built stainless steel and 
linoleum sinks and work surfaces for 
GE dishwasher and disposall. All 
these sinks are available through G-E 
dealers. — Electrical Merchandising, 
September, 1937. 








19 HORTON Ironers 


Horton Mfg. Co., Fort Wayne, Ind. 
Models: 238 and 138. 


Description: Horton Custom model 238, 
l-piece welded steel stand with round- 
ed corners; demountable end table fits 
either end of machine; controls in- 
clude separate switches for heat and 
motor; pilot light shows when heat 
is on; pressing lever stops roll for 
pressing adjustable knee lever; 23 in. 
roll, full open end. 

Horton DeLuxe Beauty Aid model 
138 porcelain table top, cabinet swings 
on counter-balanced hinges downward 
and backward; 26 in. roll; pressing 
control; double heating elements auto- 
matically controlled by 2 thermostats 
regulating heat for various ironing 
purposes; adjustable knee-lever-con- 
trol and hand control; individual 
switches for heat and motor; pilot 
light.—Electrical Merchandising, Sep- 
temper, 1937. 





20 WESTINGHOUSE Cleaners 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: DeLuxe, Standard and Special 
motor driven brush cleaners. 

Description: DeLuxe and Standard 
feature new moleskin bag; DeLuxe 
model equipped with Servi-Sentinel 
indicator which tells when bag needs 
emptying or nozzle is out of adjust- 
ment; new Jumbo aluminum covered 
brush roll with single spiral of 2 
rows of long bristles, counter-sunk 
into brush roll body; headlight; auto- 
matic handle adjustor, self opening 
bag, rubber bumper, soft rubber 
wheels ; wide range nozzle adjustment 
for any rug thickness; rubber mounted 
brush bearing; modernistically styled. 
Standard cleaner equipped with head- 
light, wide range nozzle adjustment, 
Westinghouse ball bearing dynam- 
ically balanced motor. Special weighs 
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21 ONE MINUTE Washers 


One Minute Washer Co., Newton, Lowa, 


Model: 446. 

Description: Equipped with Lovell De 
Luxe safety push release wringer with 
convenient automatic tension reset 
lever and deluxe feed board; full 
swing and positive locking; 22 in, 
rolls; cream porcelain enamel tub; 
nile green frame and legs; fully 
enclosed gear assembly in bath of oil; 
quiet operation—Electrical Merchan- 
dising, September, 1937. 














22 WESTINGHOUSE "Timed" 


Toaster 





Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Description: Features bell-ringer at- 
tachment which rings bell when toast 
is done and an adjusting lever to 
control browning of toast. 2-slice, 
chromium-plated with walnut finish 
handles; 500 watts a.c. or d.c.—Elec- 
trical Merchandising, September, 1937. 


v 


= 





23 KNAPP Shaver 


Knapp Dry Shaver Corporation, 
Long Island City, N. Y. 


Device: Electric razor. 

Description: Engineered to hold against 
the face in a “natural” position—that 
is, shaving angle. Streamlined de- 
sign, screwless cutter head receptacle; 
vibrationless motor and roller-bearing 
action are claimed for the device. 
Operates on 110-volt ac or dc. 

Price: Standard model $10; de luxe 
model, $15.—Electrical Merchandising, 
September, 1937. 
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No. 100 STANDARD 
Shown at left $795 LIST 


Economical portable heater. Compactly built 
of durable steel. Beautiful green enamel 
finish. Equipped with handle on top. Perfectly 


safe, with heating unit and fan fully enclosed. 


Fan motor is induction type. No 
radio interference. No attention 
needed, except few drops of oil 
two or three times a year. Fan draws 


air in through rear louvres, past ni- 


FANS WARM AIR 
N\Vtertseeyys 


chrome helical type heating coil, out 


through front grille. Operates on 





meyolel (ofall age) pirele)(-y 


No. 200 DELUXE 
Shown above $995 LIST 


The “tops” in portable heating comfort. Beau- 
tifully rounded lines, green enamel finish, 
chromium-plated grille. Equipped with handy 


snap switch. Enclosed heating unit and fan, 


STURDY, LASTING CONSTRUCTION 


110-125 volt AC, 50 to 60 cycles. 
Heavy gauge steel cabinet. Has a 


permanent green enamel finish, 


Approved by Good 
Housekeeping 
Institute and 
Underwriters’ 
Laboratories 


COLO AIR ENTERS 





NOBLITT-SPARKS INDUSTRIES, Inc. » COLUMBUS, INDIANA 
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24 WESTINGHOUSE Percolator 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Description: Cold water pump assures 
quick percolation, while fuse protects 
heating element from damage by over- 
heating. Chromium finish, large han- 
dle, natural wood; detachable cord 
and plug, 410 watts, ac. or d.c— 
Electrical Merchandising, September, 
1937 


25 K-M Toaster 


Knapp-Monarch Co., St. Louis, Mo. 

Tel-A-Matic toaster. 

Description: Automatic, toasts 2 slices 
both sides at once; K-M “magic eye” 
glows while toaster is operating; sig- 
nal telis when toast is done; patented 
bread centering device insures even 
toasting; removable end panel for 
brushing out crumbs.—Electrical Mer- 
chandising, September, 1937. 


v 


Device: 


26 NO-TRO Cord Set 


No-Tro Electric Appliance Corp., 820 
W. Erie St., Chicago, Ill. 
Device: No-Tro Wrist Action cord set. 
Description: Swivel plug patterned 
after action of human wrist swings 
freely in any direction, eliminating 
bending, twisting and kinking of cord; 
Bakelite; weight on cord keeps cord 
off board; plug contains no wires, 
slip rings permit swivel to turn freely 
and holds cord away from heat of 
iron.—Electrical Merchandising, Sep- 

temper, 1937. 
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Models: 


Device: 


Description: 


27 MAYTAG Ironers 
The Maytag Co., Newton, lowa 


Six F-10, F-9, F-8, F-7, F-6 
and F-4. 

Description: F-10, table top cabinet 
model equipped with 30 in. roll 6% in. 
diam.; double open end roll; 2-speed 
roll control; press control; divided 
type heating element, total capacity 
1300 watts; double thermostatic con- 
trol; heat trap dome; adjustable shoe 
pressure; finger tip and adjustable 
knee controls; pilot light; 2 switches 
for motor and heating element; 2 ex- 
tension shelves; lap tray. F-9 same 


as F-10 except 26 in. roll and shoe. 
F-8 same as F-9 except no thermostat 
control, 1 gnd shelf and single heat- 
ing elemertt. F-7 same as F-8 with- 
out pilot light, and lap tray; shoe 4} 
in. diam. element 1100 watts. F-6 
same as F-7 without cabinet table 
top and motor switch. F-4 same as 
F-6 with single speed control only, 
no end shelf and _ non-hardened 
shoe.—Electrical Merchandising, Sep- 
tember, 1937. 


28 BRIGGS & STRATTON Gas 
Washer Motor 


Briggs & Stratton Corporation, 
Milwaukee, Wis. 


Self-starting gasoline washer 
motor which also charges batteries. 
May be hooked up to a 
6-volt battery and the motor elec- 
trically cranked by stepping on starter 
switch. If battery is discharged or 
not available, motor may be started 
by conventional foot-pedal switch 
which is standard equipment. The 
“Start-Charger” motor may also be 
used to charge radio and other farm 
batteries; most battery-charging can 
be done at same time motor is sup- 
plying power for washing. New unit 
comprises the new model “WM” farm 
washer, 4-cycle gasoline motor and 6- 
volt starting motor and generator.— 
Electrical Merchandising, September, 
1937. 


29 MARKEL Lighting Fixtures 


Markel Electric Products, Inc., 145 E. 
Seneca St., Buffalo, N. Y. 


Models: 1550 single-light ceiling fixture : 
3410 and 3420 series of semi-indirect 
fixtures. 

Description: 1550 is a kitchen or bath- 
room unit, chromium finish with pris- 
matic glass top and white glass bot- 
tom; takes 150 watt bulb with low 
surface brightness and light output of 
74 per cent; chrome finish metal eye 
shield eliminates glare, gives uniform 
distribution of light throughout room; 
also available with pull chain and to 
take 50-100-150 watt bulb. 


See 


oy 


3411 is especially adapted for bedroom, 
sunroom and breakfast room; metal 
reflector 11 in. diam. with glass bowl 
at bottom produces semi-indirect light- 
ing effect of very low surface bright- 
ness; light output 70 per cent; gives 
wide distribution; furnished in Em- 
pire white and gold, blonde and gold. 
3420 series, shallow type shaded light 
set for use in new cottages where ceil- 
ings are low; light ivory colored 
glassware; deep enough to permit use 
of 40 watt bulb; simple design; easily 
installed. — Electrical Merchandising, 
September, 1937. 


? 


30 G-E Home Laundry Line 


General Electric Co., Appliance & Mdse. 
Div., Bridgeport, Conn. 


Motels: To meet the trend toward 
functional styling demanded by mod- 
ern planned laundry or utility room 
G-E’s home laundry line includes 2 
double-tub models with spin baskets 
and 6 wringer type washers, an auto- 
matic flatplate ironer and 2 rotary 
ironers available in white or 2-tone 
green porcelain enamel tubs with skirt, 
legs and tub cover of bonderized 
steel with baked enamel finish. 


Washers 


Description: 2-G and AW-801 spinner 
models have 8 Ibs. capacity; spin 
basket bottom of die-cast zinc and 
upper section is perforated steel or 
aluminum; rotates about 870 r.p.m.; 
automobile type clutch drive; holds 
full washer tub load; green porce- 
lain tub, base and legs green lacquer. 
AW-27P wringer type; 9 Ibs. capac- 
ity; equipped with streamlined “Mono- 
trol” wringer with adjustable pres- 
sure; white porcelain enamel with 
nickel trim. 

AW-402, wringer type, 8 lbs. capacity; 
equipped with new “Monotrol” wring- 
er; white porcelain enamel over cobalt 
base. 

AW-302, 7 Ibs. capacity; equipped 
with new “1-Control” wringer; light 
green and white spreckled porcelain- 
enamel tub over cobalt base, gray- 
green skirt, legs, etc. 

AW-202, 6 Ibs. capacity, equipped with 
Lovell wringer with 2 in. soft rubber 
rolls; 2-tone green finish. 

AW-101, 6 Ibs. capacity; Lovell 
wringer with 1] in. rolls; 2-tone 
mottled ivory spreckle finish. 

All models equipped with Activator, 
12} in. high; 3 blades with 3 washing 
zones; permadrive mechanism has 4 
moving parts, permanently lubricated; 
2 hp. motor free from radio interfer- 
ence; 5 models can be obtained with 
Briggs & Stratton gasoline motors and 
4 are equipped with friction-drive 
impeller-type pumps. 





troners 


AF-10 flatplate ironer ; aluminum shoe 
provides 300 sq.ft. ironing surface; 
thermostats provide individual tempet- 
ature control for each end of shoe; 
green lacquer with ivory top; table 
top converts ironer into table. 
AR-12 and AR-13 rotary models, 26 
in. roll 1200 watt element; 1/10 hp. 
motor; AR-13 equipped with table 
top, pilot light indicates when heat 1s 
on; separate switches control motor 
and heat on AR-12; 1 switch turns 
heat on and off on AR-13; adjustable 
thermostat on AR-13 safety release; 
convenient shelf; green lacquer finish. 
—Electrical Merchandising, Septem- 
ber, 1937. 
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WART-WARNER 


The new 1938 Stewart-Warner Refrigerators will include 


the most daring idea in years —a feature so sensational that 
only Stewart-Warner would have courage to introduce it! 
And, best of all —this new 1938 line is im production right 
nou'! We don't have to hold back. Neither we nor our dealers 
have any inventory problem. The 1938 Stewart-Warners will 


be ready well in advance of the holiday season! 


WATCH FOR FURTHER DETAILS! 
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EYE APPEAL PLUS PRICE APPEAL 


UNBEATABLE COMBINATIONS 
for Attracting and Clinching Sales to Women 





EVERHOT 


AUTOMATIC ELECTRIC 
ROASTER-COOKER 





The nationally known EVER- 


NEW - IMPROVED HOT name on electrical ap- 


€VERHOT | 


pliances is an asset to any 
dealer. QUALITY! CON- 
SUMER ACCEPTANCE! 
PROFITS FOR THE DEALER! 















Write for prices, discounts; 


Lists only $7.95 sales helps supplied free. 


Manufactured by 


THE SWARTZBAUGH MANUFACTURING COMPANY 


TOLEDO, OHIO, U. S. A. 
Chicago Office: 1498 Merchandise Mart New York Office: 200 Fifth Ave. 


California Sales Offices: D. E. SANFORD CO.—Los Angeles, 656 S. Los Angeles St., San Francisco, 
937 Howard St., Northwest Sales Office: D. E. SANFORD CO.—Terminal Sales Bidg., Seattie, Wash. 
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4 =e 
ha Again Hankscraft scores! 


ui 
This time with a new model 


4 | egg cooker and egg service Standard Egg Cooker 
N 


that have won the approval The graceful lines of this 
new model egg cooker win 
instant favor. The base is 
of ivory, the dome of chrome 
or copper. Included are a 
boiling tray and poaching 
dish of ivory porcelain, 


of everyone who has seen 
them. For profit, stock and 
display these Hankscraft ap- 
pliances during the Fall and 
Christmas season. 


Standard Egg Service 
Set 


A pleasing ensemble—egg 
cooker with ivory base and 
chrome or copper dome, 
four ivory egg cups, 
ivory poaching dish 
and gleaming chrome 
or copper tray. Grace- 
ful matching design of 
egg cooker, poaching 
dish and tray is strik- 
ingly effective. An 
ideal electrical gift. 


Model No. 815! 


SHOW THE ENTIRE HANKSCRAFT LINE THIS SEASON t RETAIL 


NO. 800 
| EGG SERVICE SET 


NO. 794 NO. 742 DELUXE NO. 730 
EGG COOKER EGG SERVICE SET EGG COOKER 


ee LR RRR A 
The HANKSCRAFT COMPANY, Madison, Wis. 
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‘Tit PRODUCT PARADE 


Keep posted—and profit! Study the “Product Parade”—indicate the items 
on which you desire further information by checking the prepaid-return- 
card on the “Free Sales Helps” page. No obligation. 





Description: 











31 TELECHRON Clocks 


Warren Telechron Co., Ashland, Mass. 
Models: 3 strike clocks, Seville Pic- 


ardy and Jubilee; Domino, low-priced 
kitchen clock; Buffet, kitchen and 
bathroom model; Deauville, Lido, 
Statesman and Olympic alarm. 

Strike models equipped 
with new electric silvertoned hour 
and half-hour strike. 

Seville, ripple grain walnut with 
white holly and dark walnut; 8ys 
in. high, 114 in. wide, 4% in. deep. 
Picardy, quarter grain Padouk with 
mahogany, 84 in. high, 11% in. wide, 
58 in. deep. 

Domino, black or mottled brown 
molded plastic case 44 in. high, 44 in. 
wide. 





Buffet, kitchen wall clock available 
in 5 colors: ivory, green, white, black 
and red, 6% in. high, 67@ in. wide. 
Deauville, blue glass with mirror fin- 
ish or black Carrara glass with black 
lacquered back and dial; 7 in. high, 6 
in. wide. 

Lido, square model with blue glass; 
simulated blue Cloisonne dial, or black 
Carrara glass 54 in. square. 
Statesman white Pedrara onyx; gold 
colored numerals, bezels, and hands; 
64 in. high, 6 in. wide. 

Olympic, Burma Padouk with brown 
walnut side brackets; 63 in. high, 
112% in. wide. 

All models equipped with self-oiling, 
self-starting motors. . 


Prices: Strike clocks from $14.95 to 


$17.50; Domino, $2.95; Buffet, $3.50; 
Deauville, $7.95; Lido $6.95; States- 
man $12.50; Olympic, $9.95.—Electri- 
cal Merchandising, September, 1937. 


v 





32 SUPERSTAR Matched 
Appliances 


Stern-Brown Inc., 42 Orchard St., 
Long Island City, N. Y. 


Models: Matched line of appliances in 


new Aristocrat pattern. 


Description: Matched line includes No. 


40 3-slice automatic toaster; No. 42 3- 
slice non-automatic toaster; No. 55 


Bell timer toaster; No. 45 oven type 
toaster; No. 60 twin waffle maker: 
No. 22 single waffle maker; No. 19 
combination sandwich toaster, griddle 
and waffle maker and No. 13 non- 
automatic iron. 

Prices: No. 40 toaster, $11.95; No. 42 
toaster, $6.95; No. 45 toaster, $2.95: 
No. 60 twin waffle iron, $7.95; No. 22 
waffle iron, $4.95; No. 19 sandwich 
toaster, $6.95; No. 13 iron, $2.95. 
—* Merchandising, September, 





33 MAYTAG Washers 


The Maytag Co., Newton, Iowa. 


Models: No. 32 and 33. 

Description: Aluminum tub with 

hinged aluminum table lid; improved 
wringer with enclosed automatic re- 
versing drain, automatic, equalizing 4 
spring tension; single lever, positive 
locking wringer and roll control; flex- 
ible upper and firm lower roll; ad- 
justable legs; Maytag 4-vane Gyrata- 
tor; sediment trap under gyratator 
collects loosened dirt; gravity drain 
hose. 
Model 33 equipped with Maytag gas- 
oline Multi-Motor engine for farm 
homes without electricity —Electrical 
Merchandising, September, 1937. 


¥ 





34 FROGIL Oil Circulators 


Gray & Dudley, Nashville, Tenn. 

Device: 10 oil heater models to meet 
all needs. 

Description: Burns 38/40 distillate or 
furnace oil; rectangular cast iron com- 
bustion chamber increases radiation 
area; triple jet system speeds up cir- 
culation; Down-draft Hot-Blast con- 
struction brings preheated air into 
combustion chamber which ignites un- 
burned gases increasing heat volume 
and economizing fuel; cast iron frame 
insures rigidity ; removable front panel 
makes cleaning simple; porcelain 
enamel finish; equipped with 7 
easy-to-clean removable tank; large 
humidifier —Electrical Merchandising, 
September, 1937. 
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@ The Meadows Washer and Ironer Line is just what every dealer 
is looking for — a complete line on which sales and profits can be 
made ...a line that is absolutely free from service trouble, because 
years of practical experience and engineering skill stand behind 
every model. If you haven't seen this great new Meadows Line, 
with all its exclusive features and selling points—Investigate Today 


— you will see how you can “Profit From Its Popularity” just as 


thousands of other alert dealers are doing. 


@ Also manufacturers of the Gain-A-Day Washer and Ironer Line 





“LONG LIFE” MECHANISM 


Its outstanding efficiency has won for 
it the distinction of being the most 
“trouble-free’‘mechanism in the washer 
industry. Its the only washer mechan- 


ism on the market with forced feed 


lubrication (provided by an oil pump). 
Here is just one of the many features 
that will enable you to 


Profit From Its 
Popularity 


THE MEADOWS CORPORATION 


SALES OFFICES: 1945 S. 54TH AVE., CHICAGO, ILL. © FACTORY: BLOOMINGTON, ILL 
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WINDSHIELD 
CLEAR 





Quickly installed, easily adjusted. 
fF switch 
Write 


about the 


today for 


K-M 





Every motorist will want this amazing new K-M 
Auto Fan, for all-year driving safety and comfort. 
Quiet. 
aan and good profits for you. 

Big K-M Broadside; it tells all 
Auto Fan, and the K-M National 


Advertising which will reach 30 million readers! 


KNAPP-MONARCH CO., §¢. uis.U S99 
Bite a big chunk out of 
your service costs, mister 


AUTO FAN&DEFROSTER 


On-and- 








K-M Electrical Speed 
Drill a powerful 4” 
irill—-list price $9.95 
with a handsome profit 
for you. 


FLEXIBLE 
RUBBER 
BLADES 























THIS SPECIAL OIL WILL MAKE YOUR 
NEW WASHER LAST A LOT LONGER, 


MR. MERRILL. 





























HERE'S ANOTHER SALE THAT'S GOING 











OUR right-hand-man at 

cutting service costs is a 
little fellow called Gulf Elec- 
tric-Motor Oil—the one oil 
made specially for major elec- 
tric appliances. 

This special oil makes these 
expensive mechanisms run 
better, give less trouble. Rec- 
ommend it every time you sell 
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TO CUT DOWN SERVICE COSTS FOR ME. 
Be | ™ 


& Rn Vi 


an appliance. Ask your service 
man to suggest it on all calls 
(one more sale for them, and 
one more customer off your 
service call list!) 


8-oz. can, 25c. Profit—good. 
Advertised regularly in Col- 
lier’s and American Home! 
Write Gulf Petroleum Special- 
ties, Pittsburgh, Pa., for details. 














GULF ELECTRIC-MOTOR OIL 


The ONE oil made specially for electric appliance motors 





WESTINGHOUSE Coffee Maker 


IVestinghouse Electric & Mfg. Co., | 
Mansfield, O. 


Description: | Two-heat control—high 
for coffee-making and low to keep 
warm; 8-cup capacity; cover for top 
bowl can be transferred to lower | 
bow!; brown Bakelite handle on lower | 
howl; base has walnut handles. Wide | 


opening of bowls permits easy 
cleaning. 600-watts high, 120 low, 
ac. only. No. PM-54. Electrical 


Merchandising, September, 1937. 





CHASE Table Chef 


Chase Brass & Copper Co., 10 E. 40th 
St., New York City. 

Nevice: Combination chafing dish and 
table cooker—No. 17087. 
Description: | Compact table 
which may be used as chafing dish 
when bottom compartment is filled 
with water; will also fry, boil and 
roast foods and bake biscuits. Oper- 
ates on standard 110-120 volt. AC 
only. “High” heat 660 watts; “low” 
heat 125. Designed by Walter Van 

Nessen. 

Sise: 6% in. 
handle, 43 in. 

linish: Polished chromium. 

Price: $15.95.—Electrical Merchandis- 
ing, September, 1937. 


high; 93 in. diameter ; 





UNIVERSAL Toaster 


— 
Landers, Frary & Clark, New Britain, 
Conn. 


Device: Universal 
No. E7122. 
description: Automatic, adjustable heat 
control for Light, medium or dark 
toast; automatically rings bell when 
toast is ready and reduces heat to 
only serving temperature; toasts 2- 
slices, both sides at once; chromium 
finish, Bakelite handles and feet ; toast 
rack tips outward on hinge. 

Price $9.95. —Electric Merchandising, 
September, 1937. 
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cooker | 





bell-signal toaster | 


y The belt you need when 
you need it. 


) Service your customers 
faster. 


y Gilmer jobbers are on 
the job. 


» Full stocks on hand 
always. Prompt deliveries 
everywhere. 


> No waiting ... No dis- 
satisfaction . . . No sales 
or customers lost. 


; Get Gilmer V-Belts. 
5 Gilmers fit the job. 


5 Belt engineers build 
Gilmers on the world’s 
largest assortment of 
V-moulds. 





New 120-page Gilmer Catalog 
Get yours today 


L. H. GILMER CO. 


Tacony, Philadelphia 


The Oldest Firm of Rubber Fabric 
Belt Specialists 
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FLOORMASTER 12” 


MR. DEALER: 


Here’s exactly what you are 
looking for . . . the product that 
can be sold wherever floors of 
any kind are used! And that, you 
will agree, makes the FIELD 
UNLIMITED! 

Homes, Stores, Office Buildings 
and Institutions know sanitary and 
beautiful floors are imperative. 
They have been EDUCATED TO 
THAT. But no effort has yet been 
made to SELL THEM the EASY 
CLEANING METHOD whereby 
vast MONEY SAVINGS are made 
in maintenance! 

If you want EASY PROFITS and 
your prospect's signature on the 
dotted line every time .. . feature 
the ATLAS FLOORMASTER 12” 
. . . the inexpensive Model that 
polishes, waxes, sands, scrubs, 
steel-wools, dry cleans and buffs 
every type of floor! 

Show them how SIMPLE it is 
TO OPERATE. Show them how 
marvelously adaptable, efficient, 
speedy and safe it is. Then watch 
them figure the savings they can 
make in floor maintenance. 

GET THE FACTS on this new 
source of profits. The market is 


immense and practically “un- 
touched”! 
Fill in . . . use your pen right 


now ... and mail coupon today! 

















Atlas Floor Surfacing Mach, Corp., 
216 East 34th St., New York, N. Y. 
EM-9-37 


Send me full particulars on your 
Special Dealer Discount Plan, 


Name 


Address 


RRBs ee ND cenceaain 








216 East 34TH Street 


Newarn’ ° 


Atlas Floor Surfacing Mach. Corp. 


- New York, N.Y 


WESTCHESTER PHILADELPHIA 











Tht PRODUCT PARADE 


Keep posted—and profit! Study the “Product Parade’— indicate the items 
on which you desire further information by checking the prepaid-return- 
card on the ‘Free Sales Helps” page. No obligation. 





Device: 
Description: 


Size: 





Price: 


Description: 











38 CHASE Tea Service 


Chase Brass & Copper Co., 10 E. 40th 


St., New York City. 

Tea service—No. 90119. 
Electric tea kettle with 
matching creamer and sugar bowl and 
serving tray. Finished in chromium 
with white plastic handles and knobs. 
Kettle capacity 14 quarts. Operates 
on 110-120 volt current, a.c. or d.c. 
40 or 60 cycles; consumes about 3 
kilowatt per hour. 

Tea kettle—Dia. 6 in.—height, 
7#s in; sugar, height 44 in., dia. 3% 
in.; creamer, height 34 in., width 43 
in; tray, 12 in. diameter. 

$13.95 complete service.—Elec- 
trical Merchandising, September, 1937. 





39 WESTINGHOUSE Curling Iron 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Extra long barrel; even 
heat distribution throughout entire 
length; tight-fitting, easily detachable 
tong with insulated button on handle 
to prevent burning; switch mounted 
in handle; 5-ft. flexible cord; white 
handle; d.c. or a.c. 20-watts—Electri- 
cal Merchandising, September, 1937. 





40 PENN Tem-Clocks 


Penn Electric Switch Co., Goshen, 
Indiana. 

Models: Type 772 and 774 Tem-Clocks. 

Description:. Type 772 Tem-Clock for 
service on all types of heating plants 
controlled by Temtrol; provides 3 
control positions with selector knob: 
automatic control, to automatically 
lower temperature at night and re- 
store it to day level in morning, con- 
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Model: No. 316 “Matched” 


Models: 


Description: 


Prices: 


tinuous “HI” or day level and con- 
tinuous “LO” or night level temper- 
ature; calibrated adjusting dial may 
be set at any desired time for auto- 
matically lowering night temperatures. 
Type 774 Stoker Tem-Clock designed 
especially for stoker installations per- 
forms day-nite control functions of 
standard Type 772 and in addition 
operates timed interval, hold fire 
switching mechanism which may be 
set for 1 to 15 minute firing periods 
every 30, 60 or 90 minutes as selected 
by installation man; eliminates need 
for synchronous motor to operate hold 
fire switching mechanism in basement. 
Both 772 and 774 Tem-Clocks are 
operated by silent, synchronous, self- 
lubricating Telechron motor.—Elec- 
trical Merchandising, September, 1937. 





41 ELECTRAHOT Toaster 


Dominion Electrical Mfg. Co., 

22 Elm St., Mansfield, Ohio 
4-slice 
toaster. 


Description: Toasts 4 slices at one time; 


switch makes it possible to cut toast- 
ing capacity in half when desired; 
takes up only 23 in. more space on 
table than regular toaster; chromium 
plated; walnut feet, handles—Elec- 
trical Merchandising, September, 1937. 





42 CROSLEY Washers 


Crosley Radio Corp., Cincinnati, O. 


4 Savamaid “K” series wash- 
ers for power charger operation. 
These washers are the 
same as standard Savamaid line ex- 
cept for power equipment; counter- 
shaft assembly is installed in place of 
motor; one end of assembly connects 
to washer transmission through stand- 
ard flexible coupling; V-pulley wheel 
on end of shaft available in 2 sizes— 
for engines operating at 1750 r.p.m. 
or 2200 to 2400 r.p.m.; V-bent trans- 
mits power from charger engine to 
washer. Sizes available from 18 to 
25 gal. tubs. 

From $47.50 to $87.50.—Elec- 
trical Merchandising, September, 1937. 








You CAN 
have everything 


e@eEverything in QUALITY 


(no compromise) 


e@eEverything in VARIETY 


(complete line) 


e@eEverything in 


EXPERIENCE 
(oldest in the industry) 


ee€Everything in DESIGN 
(always advanced) 


eeEverything in DEALER 
COOPERATION (see below) 


Standao 


ELECTRIC 
RANGES 





Timed 
for T oday’s Selling 
“T, ady 
Vanitee” 


—range beauty 
personified .. . 
“Tops” in com- 
pact convenience 
+ appearance 
. . sales ap- 
peal. (Just one 
of Standard’s 
complete line. 
Catalog 37 shows 
them all.) 


—for cafes, tea- 
rooms, wayside 
stands. Low- 
priced phenome- 
nal performer in 
a field of untold 
sales pessibili- 
ties. 











“Maitre” 











Dealer Finance Plan 


@ Ask us about our Commercial 
Credit Payment Plan. Also Dealer 
Floor Plan. This is the day of the 
Electric range. Standard’s dealer 
setup is ideal for your purpose. 


wseeesMAIL THE COUPON.....- 


= The Standard Electric Stove Co. 
® Toledo, Ohio M9 
= Please send complete information and cata- 
a log. 

. 

1 

Dy  Sewsuphdies etbhablscaresddeaekaiaaebdeascase 
2 

. 
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A new sales opportunity for appliance manufacturers 
ELECTRICAL WHOLESALING 


becomes : 


THE WHOLESALER'S SALESMAN i 


In January, 1938—a complete change from cover to cover 


_ 


The same vital publication, BUT: 


in name and cover, because 
N ew from front to back, the 
publication is edited with one fixed 


objective; to help the salesman in- 
crease his sales and make more money. 


in editorial treatment, be- 
New 


cause today's salesman has 
little time for lengthy articles. "The 
Wholesaler's Salesman" will be packed 
with short, snappy, pertinent material 
that goes right to the heart of the : 
salesman's problems. 4 


N ew in format, because the ap- 


pearance must reflect the 
"speed" of the editorial contents. 
"The Wholesaler's Salesman" will be 
profusely illustrated with photographs 
of products, personalities, etc. Car- 
toons will lend animation to many of 
the items. The magazine will be re- 
styled throughout for easy-reading and 
attractive appearance. 











For appliance manufacturers, an unusua! oppor- 
tunity is offered for productive advertising. 
As over one third of the wholesaler’s sales- 
man's sales represents appliances, “The Whole- 
saler's Salesman" will carry a feature section 
"Selling Appliances.” Advertising will be ac- 
cepted for this section at regular rates. 


Be sure to include "The Wholesaler's 
Salesman" on your schedule, and profit 
throughout 1938. 


a 








A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET NEW YORK, N. Y. 
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Marion FiGcer 


PROFITS 


MARION 
Model 442AM 





@ Commanding attention with smart modern beauty, clinching sales 
with exceptional convenience and advanced structural features, Marion 
Electric ranges afford dealers the big profit opportunity in today’s 
active market. Optional and interchangeable features meet every sales 
possibility with a minimum investment for stock. Try to match their 
value at anywhere near the price—and you'll realize why Marion’s 
sell so fast! And why they stay sold—win new friends! 


Write now for complete information — without obligation. 


RUTENBER ELECTRIC CO. « MARION, IND. 


MANUFACTURERS OF ELECTRIC RANGES Continuously FOR 25 YEARS 


























As publishers of Electrical Merchandising for over 
20 years, McGraw-Hill is uniquely equipped to 
offer complete, authoritative Direct Mail cover- 
age of the Electrical Appliance Trade. Extreme 
accuracy (guaranteed 98%.) is maintained on a 
daily corrected basis and the widest possible selec- 
tions are available. Send for folder entitled 'Hun- 
dreds of Thousands of Reasons Why" which de- 
scribes how McGraw-Hill Lists are built and main- 
tained. 


e What Selection Do You Want to Reach? e 


Electrical Wholesalers 


Appliance Dealers 
Major Appliances Department Stores 
Minor Appliances Hardware Stores 
Larger Dealers Etc. 


Geographical Selections 
Population Groups 
Write for list “Electrical Appliance Trade" 
giving details on selections, counts, prices, 
etc., or ask any representative. 


Occupational Groups 
Central Stations 

















rE FG MAIL DIVISION.... 
McGRAW-HILL PUBLISHING CO. 


330 W. 42nd STREET NEW YORK, N.Y 


es 
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= The Product Parade = 





43 ULTRAMAR Insect Electrocutors 


Ultramar Mfg. Corp 1160 N. Howe 
St., Chicago, Ill. ; 


Device: Ultramar Entostats insect kill- 
ers, 

Description: “Death Ray” attracts in- 
sects; built-in transformer steps up 
voltage, a.c. or d.c. to approximately 
3500 volts on secondary grid wires 
during instant insect is being elec- 
trocuted; available in porch, table, 
garden, ceiling and wall models for 
various purposes. 

Prices: From $14.10 to $21.45—Electrical 
Merchandising, September, 1937. 





44 CHASE Hot Server 


Chase Brass & Copper Co., 10 E. 40th 
St., New York City. 


Description: Single, two-compartment 
two-quart pyrex dish; element in the 
base heats food by water in lower 
compartment. Chrome finish, 92 in. in 
diam., white plastic handles and feet. 
110-120 volts, a.c. or d.c., 125 watts. 

Price: 
ing, September, 1937. 





py = dar as i ae 
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45 ELMCO Mower 


The Electric Lawn Mower Co. of Mount 
Vernon, 178 E. First St., Mount Ver- 
non, N. Y. 


Models: 14, 16, 18 and 20 inch cutting 
widths. 


Description: Supplies own motivation 
through special two-wheel drive. 
Driven by new gear and head motor 
(+ hp.) ; automatic control through 
handgrip switch; 5-bladed steel cut- 
ting reel mounted on reinforced steel 
frame; cutting reel clear of cutting 
bar for quiet mow; full pneumatic 
tires; 110 volt a.c., complete with 150 
ft. cord. 


Price: .From $59.50 to $109.50.—Elec- 











trical Merchandising, September, 1937. 
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More than /OOper cent 


Increase 
— 


The Proot 


Tag Sales Tag Sales 





1936 1937 

oS 20,600 55,825 
.) 49,650 94,592 
AUGUST ...... 104,400 157,600 
HE sales of |. E. S. 


lamps prove the ACCEPT- 
ANCE the public has ac- 
corded a product made in 
accordance with strict 
specifications—and _certi- 
fied (BY TAG) that the 
specifications 
adhered to. 


Write for booklet 
"LIKE A CERTIFIED CHECK" 


have been 


ELECTRICAL 
TESTING 


LABORATORIES 


a 4 
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@ @ Give EXTRA VALUE to users 
because of their non-glare, eye- 
comfort qualities. 


@ @ MORE PROFIT to dealers on 
quick turnover merchandise and 
ready-packed dealers’ assort- 
ments. 


if ECOGNIZING the need for light free 


from glare, the SAVE Research En- 


gineers developed a Sight-Saving lamp 
which can be used in ordinary fixtures. 
SAVE Natural White Sight - Saving 
Lamps are now used in America’s finest 
homes, schools, industrial plants, offices 


and public buildings. 


® Experience shows that customers 
demand SAVE Lamps once they 
have experienced the eye comfort 
of Natural White Sight-Saving light. 
Made in sizes from 10 to 300 watts, 


»SAVE> DEALS 


SAVE is now 
fering 2 Sutra. 
Profit, Ready- 


Packed Deals with 


complete merchan- 
dising equipment. 
Displays 


ce 


AT - SIGHT” 
equipped with 
flasher 
the superior qual- 


it 


White 
fused light 
trated). 
sturdy, all 


floc 
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include 


lorful “SELL- 


unter display 


showing 


Natural 
soft, dif- 


y ot 


(illus- 
Also 
- metal 
display window 


stand, streamers, etc. 


® SAVE Lamps are also made in 
all standard types and sizes and 
are the product of long experience 
in lamp manufacture. 


® For full information, 
once to your jobber. 


write at 


ELECTRIC CORPORATION 
TOLEDO, OHIO 








Cold Canvass Means 
Personalized Selling 


gums CONTINUED FROM PAGE 46 Ses 


be in the field on regular schedule. 

All selling is not the result of cold 
canvass, by any means. It is a rule 
of the store that every sale should 
produce three more sales, and every 
effort of follow-up is used to make 
this possible. Occasionally salesmen 
will offer small desirable accessories 
as a reward to customers who hand in 
prospects to whom sales are actually 
made. These commissions are paid 
out of the salesman’s own income and 
are entirely optional with him. The 
store has a rule, however, against the 
granting of any cash commissions to 
customers for prospects. Experierice 
has shown that any cash transaction 
with the customer is apt to lead to 
misunderstandings and _ difficulties, 
which do not arise in the case of a 
merchandise gift. 





Field selling of these larger appli- 
ances is done largely from catalog. In 
some few cases washing machines are 
demonstrated, the salesman operating 
the washer and taking it away with 
him again unless the sale is actually 
completed. Radios are sometimes left 
in the home for two days, the rule 
being to call back on the third day 








frigerators, and with growing fre- 
quency in other lines, fully ninety per 
cent of the selling is done without the 
appliance present at all. The salesman 
is furnished with a sales album from 
|which he makes his sales talk, fre- 
| quently closing the transaction on the 
spot. Whenever it seems desirable, of 
course, an appointment is made to 
| visit the store display rooms. An even- 
jing visit with husband or wife to- 
gether has proved particularly effec- 
| tive in closing the sale. 

Because of the additional payment | 











Parts, 
AND 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 








SERVICES 
Accessories 


1 inch $12.00; 4 inches $11.50 per in.; 8 


DISPLAYED RATE: 


inches $11.00 per in.; 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 


12 inches $10.50 














HARRY ALTER’S. 


We protect the Dealer 
Write on your letterhead 








THE HARRY ALTER COMPANY 


1728 S. Michigan 
BRANCHES 


Ave., 








and either remove the appliance or | 
complete the sale. With ranges and re- | 








| which corresponds to the usual ex- | 


penditure on newspapers and other 


West Company receive somewhat 
higher commissions than are custom- 
}ary for this work. They are paid on 
la sliding scale, which offers incentive 
for continually increasing their effort. 
The first $350 in sales brings a 10 
per cent commission, each additional 
$350 being paid at a 1 per cent higher 
| figure, until a level of 15 per cent is 
| reached. All further sales are paid on 
| this basis. 
| earned is about 124 per cent. 

In return for this larger income the 
salesman is supposed to fulfill his func- 
tion of advertising the store. How- 
ever busy he may be with follow-up 
calls and prospect leads, he is never- 
theless supposed to devote a portion 
|of his time to cold canvass, ringing 

doorbells and approaching people who 
represent new material for the store 
clientele. Some of these people buy 
| and start new rings of customer inter- 
‘est, which widen into a fresh circle of 
friends and prospects; all of them 
learn to know something of the store 
by word of mouth—which, according 
to Mr. Bowden, is the most effective 
| form of advertising. 





The average commission | 
! 


publicity, the salesmen of the H. A. | 





1937-38 
EDITION 


CATALOG 


94 pages of use- 
ful information 
for dealers, re- 
poir men, ser- 
vice shops! 


VACUUM CLEANER PARTS 





Repairing! Rebuilding! Make Money 
All Work Guaranteed! Selling Re-New 
Quick Service! Sweepers! 


RE-NEW 


SWEEPER CO. 





Chicago 


NEW YORK: ST. LOUIS: CLEVELAND 


FRE 





ARMATURE 
REWINDING 
Motor Repair—All Types 


We stock vacuum cleaner parts 

Write for prices and Catalog 

WILLMAN ELECTRIC CO. 
12506 Dexter, Detroit, Mich. 


















$500,000 GENUINE 
MAJESTIC-GRIGSBY GRUNOW 
REFRIGERATOR & 
RADIO PARTS. 
2000 REFRIG- 
ERATOR 
UNITS 








G&G GENUINE MAJESTIC RE- 





















AUTOMATIC SHUTTERS 
For Exhaust Fans 
Regular and Special Sizes 
Buy Direct—Immediate Service 
Prices Are Right. Send for Catalogue 
Air Conditioning Accessories Co. 
1262 National Bank Bldg., Detroit, Mich. 


FRIGERATOR & RADIO PARTS SERVICF 
5801 W. DICKENS AVE. CHICAGO, ILL. | 








ARMATURE 
REWINDING 


SPECIALISTS 
$1.00 and Up 
Fractional h.p. Portable Tools, Vacuum ‘'leaners 
24 hour service 
PRICE LIST ON REQUEST 
ei cEmsc UTILITIES CO. 
0 Washington St., Boston, Mass. 











SHOCK PADS 


Reduce Transmitted Vibration 


Used under Oil Burners, Refrigerators, Fans, by the 20th of the month to appear in 
Blowers and light machines of all types. the issue out the following month. 
Write for circular and samples Address copy to The Departmental 
B. T. BUTTERWORTH, JR. Advertising Staf 
Cork Specialties ELECTRICAL MERCHANDISING 
New Canaan Conn. 330 W. 42nd St., New York City 





NEW ADVERTISEMENTS 


and changes of copy must be received 

















York, Chicago or 

count as 10 words. 
Discount of 10% if full payment is made 

in advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : yy ry: MERCHANDISE 
empcorment: QGPPORTUNITIES” : susiness 
UNDISPLAYED RATES —— DISPLAYED 
15 Cents a Worp. Minimum CuHarce $3.00 Individual Spaces with border rules for 
Positions Wanted (full or part time salaried prominent display of advertisements. 
employment only) % the above rates | 1 inch ........ceeeeseeeees $8.00 
payable in advance. © Oe OB oes ce cccccenes 7.80 per inch 
Boz Numbers—Care of publication New SUD F MEBs ccccccccveces 7.60 per inch 
San Francisco offices S WD BS Bie cccccccccces 7.40 per i 


An advertising inch is measured vertically 
on a column—4 columns—48 inches to a 
page. Contract rates on request. 

















OPPORTUNITY FOR LIVE 
WIRE REPRESENTATIVES 


M. H. Rhodes, Inc., manufacturers of Marktimers, 
Wall Switches, Coin Meters, Industrial Switches, 
Bell Timers and Parking Meters have just made 
certain adjustments in territories assigned to their 
exclusive representatives. This has created a few 
openings for aggressive manufacturers agents in 
various parts of the Country. 

Exclusive rights will be extended to ~~ eA 
tives who not carry too many lines who 
are anxious to associate themselves with the. fastest 
growing organization of its kind. This is an 
extremely unusual opportunity. Please write giving 
full details concerning the trade you call upon, 


territories covered, how often, and all pei zonal 
data. Address H. J. Francis, General ales 
Manager. 


M. H. RHODES, INC. 
9 ROCKEFELLER CENTER 
NEW YORK CITY, NEW YORK 





YOUR ORGANIZATION 


Is it complete? 
Are you expanding it? 
Making replacements? 


Naturally, you are anxious to secure the 
most suitable man or men available. You 
want men with the special training that 
will make them an asset to your organi- 
zation. You can contact such men through 
a Position Vacant advertisement in the 
Searchlight Section of Electrical Mer- 
chandising. 











SEPTEMBER, 
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Alabama Learns 
the Cooperative Way 


where they 


THEY BUOY rrr 


CADILLAC 


dealers a quota of 700 units to sell. It | VAC UUM CLEANERS 


was looked upon as pretty daring busi- 
ness to ask the dealers to account for | 
half as many sales as they had made | 
in the entire year of 1936. But the || 
rtd business of planning the campaign | 
— was gone into thoroughly. At a utility- 
distributor-dealer meeting, attended by 

See that sixteen people representing nine dis- 
it's KOK tributors, a committee was appointed 
S consisting of J. S. Shaw of the Moore- 


| ems CONTINUED FROM PAGE 3 qemmmmmes 











and profits pile 
the 


up for 
dealers who sell them! 


-HERE’S WHY- 


5 FLOOR MODELS—3 HAND MODELS 


Cadillac dealers compete successfully with any sales method. Sales are 
made quickly—more profitably—right on the salesroom floor! Cadillac 
builds models to meet every requirement. Cadillac prices are such, that at 
least one model is within the reach of the most modest budget. And—despite 
low prices, profits are big, and yearly earnings substantial for Cadillac 


as - sealers. 
Handley Hardware Company as chair- ee NATIONAL ADVERTISING BRINGS 


man. Mr. Shaw was also president NATIONAL ACCEPTANCE 

F a J iz Vig and widespread tional advertising in leading 
of the Alabama Appliance Dealers | magazines such as: Good Housekeeping, American Maga- 
Association. zine, Pictorial Review and Delineator, untry Gentleman, 
American Home, Better Homes and Gardens, Child Life and 
Parents’ Magazine has ted nati 1 pt and 
desire for Cadillac ownership. Cadillac’s 2-year guarantee 
and 26 years of manufacturing experi prospect 
of quality and satisfaction in their purchase and assures 
dealers a minimum of service requirements. 




















$1500 Prizes 





An electrical heating appliance cannot be 














better than its heating element. And if 
that heating element is “TOPHET”, noth- 














| 
HE state was divided into 22 trad- | 
ing areas and prizes totalling | 


DEALER AIDS THAT 






































C-L-I-N-C-H S-A-L-E-S 
tt uld hi been used. Uni- ' : T talize desire into action, local advertisi 
lpm dependable pens and long $1,500 were voted for the four leading and direct mail ‘tmcterial, plus—convincing, phwomr ent 
lif non te Gee 6 er salesmen and five leading areas. Deal- commanding, point of sale advertising are given 
e can then jaken for gra . . aaa freely and in generous quantities to Cadillac 
ers were required only to stock at least dealers. Enter the Fall buying season with the 
mg Oty ye . |one range and one water heater and sake ond Uae ane le oe ee oe 
1 end f th seal Bains aay: 
io ‘ie cai ale to agree to sell during the drive a| ony Gilet ‘aim: eneiditen tne 
industry. minimum of three units and report AND JOBBERS en 
_ sales to the utility company. The| sessile eta 
ASN 7 Alabama Power Company ran a total ee 
‘ LBUR B. DRIVER CO. of 27,000 inches of newspaper space | 
, in 101 state papers; dealers added | atk te ws 
another 5,062 to this in addition to | . Narragansett Ave. 
distributing 50,000 handbills. To fur- 
ther the publicity cause, distributors 
mailed 77,000 pieces of literature; the | 
utility came to bat with 11,000 mail- 
“ag > : : 
ing pieces and 120,000 bill stuffers, INDEX TO ADVERTISERS 
and there were open house demonstra- | 
Cleaners tions, salesmen’s training schools and > gag a Co. 99 ates —_ - 
the like. ter Co., Inc., Harry oskins Mfg. Co... 
; Now the battle was on in earnest | — Wout Mill Co....... Indicator Corp. .. 
mati and, from the start, it was abundantly Apex Rotarex Corp. — “y > ~ 
Ss clear that the dealers had made up| Inside Front Cover International Nickel Co 
ceived their collective minds to lick the stuff- Atlas Floor Surfacing Machinery nian «és vil 
year in ing out of the Alabama Power Com- Aatemaiae Washer Ce : ne : . heres 
nonth pany whose 60 trained men worked Iden Mf Sapp enareS We. .- 
al : a _ Belden Mfg. Co : Landers, Frary & Clark 
out of local stores in every decent Birdsell Corporation, The a 
NG - ‘ < nag 7 Link-Belt Co. 
ity sized town in Alabama. The utility Black & Decker Electric Co..... Lovell Mig, Co...laside Beck Cover 
had, in addition, an army of 750 em- Briggs & Stratton Corp moon Ty Fy pal 
a ployees whose sales might count Buffalo Forge Co ; Be ceueriks cckeees 
; Burnham Boiler Corp............ Noblitt-Sparks Industries, Inc..... 81 
towards the 2,000-unit quota. Arrayed Butterworth, B. T Meuse Whilien, Geena 
against this force were 750 dealer Cc. | ea RR aR eens 5a 78 
salesmen and employees faced with Carrier Corp. One Minute Washer Co 
SE the prospect of selling ranges and Centroid, Inc. .............005 37 Sissi Rineiinetiee th thie 
water heaters to customers whose Ferner a » ‘3 Sends Wemank teens, 
average income of $212 ranked second | ee were ae Gatien Gessner Ce 
lowest in the United States. Driver Co., Wilbur B. Rilinciiien: Cement Co 
tor DetverSterris Ge... ...ccceccccs 77 Subaehar tates Go 
ee eee ere 77 
_ ELL, we told you at the begin- du Pont de Nemours & Co., E. |. 48 Save ite. Seay 
~ - “cincinnat : Electric Utilities Co Searchlight Section .... 
- ce oir. SOOMANNE.;y unis BF Ser wing of thin ctery whet ty fare Electrical Testine Laboratories. . . Silex Co., The 
Derctric SPRL ise. Af result was. Dealer sales of 1,400 ranges ' gt p 
wn £00,000, POW, ‘ Electrical Wholesaling Standard Electric Stove Co 
cate Cael and water heaters against company Empire Electric Co - Stewart-Warner Corp. Tere ee Te 83 
a sales of 1,665. With that accomplish- Eurete Vacuum Cleaner Co.. .42, 43 Sunlight Electrical Division, Gen- 
aT ment behind them, it looks as though Faries Mfg. Co , pr acces ag Dg ahaa intone 20 
; dealer sales are going to account for Frigidaire Division, General Motor wartzbaug g- Co. ........ 84 
ION close to 3,000 units of ranges and water Sales Corp, ......... Back Cover Toastmaster Products Division, 
heaters in 1937—a piece of business S & G Majestic Refrigerator & McGraw Electric Co 
that just over three years ago was Radio Parts Service % Utility Electric Co 
? : General Electric Co. y B Mia. C 
tt non-existent. 8, 9, 39, 44, 50, 57, 64 oss Bros, Mtg. Co....... 
5? And so “Scotty” Sutherland can General Shaver Corp Warren Telechron Co 
the afford to be very philosophic about the Getz Washer Co............... Westinghouse Electric ; 
te. You showing Alabama’s merchandise de- an aon re woe 54, . 
rg that partment made. He can look with u z ' P Whitic Ee en. eT ee Tee ee re 
organi- considerable pride on another, and Hamilton-Beach Mfg. Co hiting Corp. ........--...++. 
hrough : P : Hankscraft Co. Wiegand Co., Edwin L. 
in more important army of sales people Hill-Shaw Co. Willman Electric Co 
1 Mer- —the dealers—and realize that it is 
— one of his own creation. 
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Harry "Hi" Phillips, EM's Art Direc- 
tor, is the guy responsible for the 
handsome layouts we are famous for. 
Thought you might like to see what 
he looked like. 


































LETTERS 


PRO IRONER 
To the Editor: 

Have just read the letter head-lined 
“Anti-Ironer” by J. S. Kearns of 
Astoria, N. Y. 

Perhaps HE can’t iron shirts and 
dresses on an ironer, but I can—and 
do. And I never had any instructions, 
except as to the operation of the vari- 
ous buttons, etc., and am not a demon- 
strator as he says he is. I am a 
in this firm, and of course, we 






























partner 
sell ironers—a few—not as many as 
we would like to—but we do sell some. 
I brought my own laundry down to the 
store to iron last summer, as my 
mother was ill and could not attend to 
it at home. 
ibout it, and it was slow work, but | 
did it—and it takes only practice to 
learn how 


Naturally, I was awkward 


to manage the various arti- 
is entirely 
probable that no two people would 


cles of clothing—and it 
handle a garment in the same way. 

\s to sheets—They do have to be 
folded rather small, but it is still easier 
to handle them this way, unfolding to 
iron other parts, than to iron them 
with a small iron in the old way. 
using at present an old ironer, taken 











Leonard P. Canty, above, is in charge 
of EM's Cleveland office. He'd rather 
sell advertising than eat. When he's 
not selling advertising, his pet hobby 
is thinking up more people he can 
sell advertising to. 












































PAGE 92 


| years ago. 
| that will take the clothes out of the 
| basket, iron them and put them away, 


| booster. 


Tam | 


AD SPARK-PLUGS 


in trade on a new one—so that I don’t 
even have the advantages of the latest 
models—and I still say that an ironer 
is a great improvement over the hand 
iron, and that articles of all shapes and 
design can be managed. I iron wash 
trousers, too. 

Just send Mr. Kearns out to call on 
me and I'll be glad to give him a few 
As time goes on, ironers will 
improved—practically 
everything does have improvements— 
and they are better now than a few 
Perhaps when we get one 


less¢ ns. 


probably be 


Mr. Kearns can use one! 
Yours as a “Pro-Ironer” and a 
Laura C, WINE, 
The Snyder Radio Store, 
Richmond, Indiana. 


ANOTHER 
To the Editor: 


The letter of Mr. J. S. Kearns, in 
which he mentions some “Anti-Ironer” 
thoughts, in our opinion is the ex- 
pression of a man who has been licked. 

He says he has sold hundreds of 
ironers through various outlets but we 
do not believe he has ever really sold 
an ironer. He might have got the 
orders but he did not do a complete job 
of selling and instruct the purchaser 
in the use of the ironer, or he would 
have observed a much better record 
than he indicates (that fully half of 
those sold are never used). 

This is a kick-back from the days 
when we oversold the ironer, claiming 
that any operator could iron anything 
in a fraction of the time taken in hand 
ironing. This claim is just as ridicu- 
lous as Mr. Kearns’ statement. 

The ironer may not be 100% perfect, 
but we believe the following to be an 
absolute truism:—If any housewife 
will spend as many hours in the study 
of her ironer and practice in its use as 
she has spent years in hand ironing— 
she will iron not only much faster but 
very much better and very much easier 
than she possibly ever could with a 
hand iron, E. B. Carson, 

Conlon Corp., Chicago, IIl. 








And this is George J. "Red" Seaman 
who is in charge of EM's Chicago 
office. He's been living with the 
washing machine business so long now 
he gets confused occasionally and 
thinks he's publicity director of 
washer manufacturers. 
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4 PRORE 


{First 6 Months} 
Unit Sales of 
e ell- regeipped 
Washers 
creased 37.8% 


over same period 
1936. 


1936 


Unit Sales of 


Lovell-equipped 
Washers In- 
as creased 50.2% 


over 1935. 


1937 
1936 {First 6 Months} 
Unit Sales of 


. In 1936 the washer industry showed an increase of 21.6 All Makes of Ul Makes oF 


per cent in unit sales over the preceding year. The eager See ll 2% 
figures include all makes and types. But, unit sales of washers over 108% . a 
equipped with Lovell wringers increased 50.2 per cent— more 


than double the percentage of increase shown by the industry. 


BETTER THAN 3 TO 1 IN ’37 
During the first six months of 1937 unit sales of washers in- 
creased 10.2 per cent over the first six months of 1936. During l A l 


this same period, however, the sale of washers equipped with — perceNTAGE OF INCREASE IN UNIT SALES OF LOVELL-EQUIPPED WASHERS 


Lovell Wringers increased 37.8 per cent, or more than three as COMPARED WITH PERCENTAGE OF INCREASE FOR ENTIRE INDUSTRY 
times the increase shown by the industry. 
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These figures prove definitely that public preference for Lovell- 
equipped washers is rapidly increasing —that Lovell-equipped 
washers are easier to sell. Why? 


LOVELL-EQUIPPED WASHERS ARE EASIER 
TO SELL BECAUSE THEY OFFER BUYERS 
—features that insure a cleaner, whiter wash (Pressure Cleans- 


ing) with safety for the daintiest fabrics (Adjustable Pressure). 


—sound design and sturdy construction that provide 
dependability of operation. 


—high quality of materials and excellent workmanship that 
guarantee years of satisfactory performance. 


—a fifty-five year reputation for building a quality product. 
—approval by the nation’s leading testing laboratories. 


And, Lovell-Equipped Washers are easier to sell because through cd sawbeasnti 
National Advertising buyers are being constantly reminded of 
. : Represents percentage of gain in sales of Lovell-Equipped 
cone 
the advantages and economies provided by a Lovell Wringer. ilies: iy Pe F 


R of 
THE LOVELL MANUFACTURING COMPANY — siiven washers by months peng 
ERIE, PENN mr ce : ‘ ; sige ie 4 
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@ All year long, Frigidaire’s exclusive All- 
Metal Quickube Tray has been a refrigerator 
sales sensation. From the very first it captured 
the imagination of refrigerator buyers every- 
where because it solved the age-old problem 
of ice removal. Made possible, for the first 
time in history, a complete ice service, com- 
bining instant ice removal with the fast- 
freezing advantages that only a/l-metal trays 
can give. 


Without doubt, the All-Metal Quickube 


Pica... WESE IMPORT! 


Exclusive ADVANTAGE 


Tray has given Frigidaire Dealers a tremen- 
dous selling advantage. And yet, it is only one 
of a host of refrigeration developments that 
have greatly increased Frigidaire Dealers’ sales 
and profits in 1937. 

Frigidaire—the pioneer—constantly strives 
to maintain product leadership—knowing this 
the only way to maintain sales leadership. 
Today’s Frigidaire with the Meter-Miser, and 
the 1937 record of Frigidaire Dealers’ sales, is 
best proof that this effort has been successful. 


» WHY FRIGIDAIRE DEALERS’ 
SALES HAVE SOARED TO.NE\, 





* 9-Way Adjustable Interior 
%& 2-Way Frozen-Storage Compartme: 
*% 2-Way Cold-Storage Tray 
* 3-Way Sliding Shelf 
*% 2-Way Multi-Storage Section 


* Food-Safety Indicator with dial c 


cabinet door 
* Automatic Tray Release 


... and the METER-MI 
. —_ at Qs 


Simplest 
erating 





Sales p 
extraor 


FRIGIDAIRE DIVISION - GENERAL MOTORS SALES CORPORATION - DAYTON, OHIO 
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